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Rou h Proofs 


The Townsend plan is back on 
the market, with the wrapper off 
the famous 27 points. But at this 
stage of the game, the customers 
may be a lot more interested in 
ration points. 


vey 

The basis of the Townsend plan 
seems to be to put the “delicious 
and refreshing” into every ad. But 
what are you supposed to do if the 
product is neither delicious nor re- 
freshing? 


i 


Will Townsend says his system 
merely reminds ad men of the 
things they already know. He will 
L~ the still, small voice of con- 
science at the nominal fee of $25 a 
month. 
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Mill Road Farm, given to the 
University of Chicago a few years 
wo by A. D. Lasker, is now being 
parceled out at a fraction of its 
original value. The university may 
be lucky to collect even the cus- 
tomary 15%. 
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Newspaper publishers are ex- 
‘hanging lusty blows over the news- 
print allotment situation. They may 
not get the paper they want, but at 
least they’ll enjoy a good fight. 
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Florence O’Brien, who handles 
the Lydia E. Pinkham advertising, 
has just been made a vice-president 
of Erwin & Wasey, and maybe now 
will be able to write a personal 
testimonial for the famous vegetable 
compound, 
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“Pull the shades down, Mary 
Ann,” which used to be the theme 
song of the Rotarians, may be fea- 
tured in the advertising of the 
Window Shade Institute, which says 
that’s the best way to save fuel 
these cold autumn evenings. 
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The Ad Man reports that an 
nguirer wants to know how to 
tart a mail-order business at home 
with a few hundred dollars’ capital 
ind no experience. The answer 
hould at least tell him how to get 
the experience. 


a 


Lyn Brown says that several hun- 
lred thousand retailers selling less 
than $10,000 a year are the peas- 
ints of merchandising. Maybe they 
stay ~ business just for the fun of 
he thing. 


ww 


» of the winners in the Chi- 
Tribune fashion show turned 
» be an advertising man, who 
esigned a prize winning wedding 
g0\ With the gown and the 
money, he lacks only one thing for 
cessful honeymoon. 
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many advertising meetings are 
devoted these days to “what’s 
” that the supply of crystal 
is likely to be viewed with 
by WPB and put under CMP. 
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r losing four out of five to 
ghty Yankees, the members 

St. Louis Gas House Gang 
‘eady to turn in their resig- 
Ss and admit that they’d been 
ut of gas. 
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se are the days when every 
Using salesman has become 
ecutive, with the job of vice- 
ent in charge of explaining- 
~ we - can’t - take - your - ad- 


®ing-just-now. 
Copy Cus. 


Best Foods, Inc., New York, in current 


large-space newspaper advertisements 
for H-O oats, makes the most of the 
meat shortage by emphasizing the pro- 
tein values of grain. The campaign is 
one of six major drives announced for 
Best Foods’ products (AA, Sept. 13). 


New Economic Man 
Emerging in U. S., 
Brown Declares 


Chicago, Oct. 14.—Pointing out 
that the war has accomplished 
changes in markets, people and 
buying habits which might have 
taken a quarter of a century under 
normal conditions, Dr. Lyndon O. 
Brown, vice-president of Foote, 
Cone & Belding, New York, told the 
Chicago Federated Advertising Club 
today that advertisers will be con- 
fronted in the postwar period with 
a new “economic man.” 

As a result of these tremendous 
changes, many of which will be 
permanent, in the sense of lifting 
buying power to levels undreamed 
of even in boom periods in the past, 
he offered the following challenges 
to marketers: 

1. Be prepared for unprece- 
dented sales volume. The U. S. De- 
partment of Commerce, he pointed 
out, predicts that if the war lasts 
through 1944, Americans will have 
accumulated savings amounting to 
$100,000,000,000. That is more than 
the total income of individuals in 
the best prewar year. We have 
moved into new levels of income 
and buying power, Dr. Brown 
asserted. 


Sees Many Consumer Changes 


2. Be prepared for mass market- 
ing. The war has sped up and is 
bringing to fruition an economic 
revolution in mass buying power 
which calls for a parallel revolution 
in marketing and advertising meth- 
ods. From now on business must 
reckon with huge masses of buyers 
who will dominate marketing 
strategy. 

3. Be prepared for a changed 
consumer market. Social evolution 
has been speeded up, and the 
mechanization of war has changed 

(Continued on Page 60) 
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Newspapers Move 
fo Establish Own 
Retail Ad Bureau 


Independent Unit to 
Work Nationally Is 
Ad Executives’ Plan 


Chicago, Oct. 12.—In one of the 
most significant actions in its his- 
tory, the Newspaper Advertising 
Executives Association voted at its 
fall meeting here today to set up a 
central organization to prepare and 
disseminate promotional material 
on retail advertising, as soon as the 
organization’s board of directors ap- 
proves a detailed plan of operation 
to be formulated by a special five- 
man committee to be appointed by 
William Wallace, NAEA president, 
who is advertising director of the 
Toronto Star. 

Although details of the new retail 
advertising organization will not be 
ironed out until the committee re- 
ports and the board approves them, 
NAEA members understood that in 
general the new organization will 
function in the retail field in ap- 
proximately the same way the 
Bureau of Advertising of the Ameri- 
can Newspaper Publishers Associa- 
tion functions in the national field, 
but that the new organization will 
probably be an entirely separate 
entity, for the present at least. 

Methods of financing the organ- 
ization, which may be known as the 
Newspaper Retail Advertising 
Council, were also left to be worked 
out, but proponents of the plan are 
thinking in terms of an_ initial 
underwriting of about $75,000 an- 
nually, and of an _ organization, 
probably headed by a prominent 
executive with retail experience, 
which will conduct research, pub- 
lic relations with retail organiza- 
tions, and promotional activities on 
— of newspapers in the retail 

eld. 


Not an “Anti-Radio” Group 


Significantly enough, the resolu- 
tion was adopted on the very same 
day that the initial showing of the 
new radio presentation for retailers 
was held in Washington, but NAEA 
members emphasized forcefully that 
the new organization, if set up, 
would not be authorized to engage 

(Continued on Page 57) 


More Paper Cuts Asked; 
Dailies in Bitter Fight 


Inland Members Seek 
Sunday Paper Slash; 
Assail Allotments 


Chicago, Oct. 13.—Charging that 
the government’s newsprint limita- 
tion order has failed to accomplish 
the purpose for which it was set up, 
and that undue hardship has been 
imposed upon smaller newspapers, 
the Inland Daily Press Association 
today called for major changes, 
striking hard at Sunday and pre- 
dated editions of metropolitan 
papers. 

Inland publisher-members over- 
whelmingly adopted a resolution 


Advisory Groups 
Urged to Approve 
4th Quarter Cuts 


Washington, D. C., Oct. 15.— 
Newspaper and magazine publishers 
will be asked to take additional 
fourth quarter paper cuts when 
their industry advisory committees 
meet with WPB officials next Tues- 
day and Wednesday. 

Although no Official word was 
available on the plans for maga- 
zines, Harry Bitner, director of the 
WPB printing and publishing divi- 
sion, has already notified members 


of the newspaper industry advisory 


Paper Situation Grows Worse 


Developments on the print paper front came thick and fast last week 
as Washington warned that additional cuts are essential immediately, 
and as bickering over administration of the various paper orders rose 
to new heights, particularly in the newspaper field, where Inland Daily 
Press members adopted a resolution demanding drastic cuts in Sunday 
newspapers’ paper usage, particularly with reference to predates and 
publication of “magazine-type material,” and elimination or drastic 
curtailment of the extra allotment system. In the meantimé; magazine 
publishers reported their unwillingness to take further euts until other 
users had actually made proportionate savings, and Canadian officials 
indignantly denied charges of a hold-up in pulp production in order to 
secure higher prices. Gloomiest spot in the paper situation was the 
report of the international committee, which declared that cuts possibly 


exceeding 50 
more nearly 

production th 
farmers. Det’ 


A 


may be required next year unless usage is brought 

me with production; brightest spot, efforts to increase 

. use of war prisoners and increased wood cutting by 
af Ppear on Pages 1, 28, 36, 40, 47 and 50. 


requesting urgent action of the 
newspaper industry advisory com- 
mittee after W. E. Macfarlane, busi- 
ness Manager of the Chicago Tri- 
bune, questioned the “good faith” 
of S. E. Thomason, publisher of the 
Chicago Times and Tampa Tribune, 
who led the fight for proposed 
changes. 

Adoption of the resolution today 
followed a round table discussion of 
the whole newsprint problem at the 
Tuesday afternoon session of In- 
land’s 59th annual meeting here, at 
which Harry M. Bitner, director of 
the WPB printing and publishing 
division, answered a series of’ ques- 
tions put to him by Inlanders. Mid- 
western members of the industry 
advisory committee also partici- 
pated and the overwhelming senti- 

(Continued on Page 58) 


Last Minute News Flashes 
Sommer Heads McC-E Cleveland Office 


New York, Oct. 15.—Albert A. Sommer, McCann-Erickson account ex- 
ecutive on the Standard Oil Company of Ohio account, has been named 


manager of the agency’s Cleveland office. 


R. T. Hanks, heretofore vice- 


president and manager of this branch, has been granted an indefinite 


leave of absence because of illness. 


Magazines, Dailies Get Heavy Film Schedule 


New York, Oct. 15.—Monogram Pictures Corporation will place heavy|to describe the operation of the 


promotion to herald release of its latest film, titled “Lady Let’s Dance, 
starring Belita, a newcomer to the cinema. 


Advertising will appear in 


December issues of a long list of national magazines and will be aug- 
mented by insertions in about 150 newspapers in 60 cities across the 
country. Weiss & Geller is the agency. 


Kepner, Douglas Named B&B Vice-Presidents 


New York, Oct. 15.—David J. Kepner and Harold F. Douglas have been | 
elected vice-presidents of Benton & Bowles. 


Florida Citrus Commission account. 


Mr. Kepner handles the 
Mr. Douglas handles the Can Manu- 


facturers Institute and American Magazine accounts. 


Mallory Hat Breaks Fall Campaign 
New York, Oct. 15.— Mallory Hat Corporation, Danbury, Conn., has 
launched its seasonal fall campaign using full pages in color in Collier’s, 


Esquire and The Saturday Evening 


Post. Half-page color insertions in 


Life and black and white copy in Newsweek will supplement the promo- 


tion. 


Tracy-Locke-Dawson, New York, handles the account. 


Borden to Introduce New Coffee Product 

New York, Oct. 15.—A new coffee product under the aegis of the Bor- 
den Company will be introduced to the public via Kenyon & Eckhardt. 
The campaign is not expected to break until after details have been 
ironed out, such as naming of the product, type of packaging, etc. 


committee that they must consider 
additional cuts for November and 
December in the face of Canada’s 
inability to meet orders already 
filed. 

Paradoxically enough, Mr. Bitner 
revealed this demand for a new 
newsprint reduction to the Boren 
committee, which has held sessions 
for more than a week to seek a 
remedy for the critical paper situa- 
tion. The committee had already 
heard WPB, War Manpower officials 
and representatives of paper and 
publishing firms warn that the paper 
situation is increasingly critical. 


Check Administration of Order 


While much of the testimony 
before the Boren committee was 
devoted to suggestions for increas- 
ing the paper supply, the adminis- 
tration of paper conservation orders, 
particularly L-240, and the WPB 
appeals were thoroughly discussed. 
Upshot of the committee’s efforts 
was a promise by WPB to clamp 
down on extra paper grants and to 


”! newspaper order, 


| sions, 


consider a new limitation order 
| with fewer inequities and fewer 
opportunities for appeals. 
Matthew G. Sullivan, administra- 
|}tor of L-240, used an entire morn- 
|ing session of the committee today 


and to answer 
some of the charges that have been 
levelled against it. At earlier ses- 
the committee had heard 


| Walter D. Fuller, president, Curtis 


| Publishing Company, 


and  vice- 
president of the National Publish- 
ers Association, declare that maga- 
zine publishers did not believe they 
should be asked to make additional 
cuts until other paper consumers 
have complied with their cuts. 


Committee Report “Tough” 


Seriousness of the paper situation 
was brought home to the committee 
early in the week when the pre- 
liminary report of the international 
committee studying pulp supply and 
demand reported that unless de- 
mand is reduced or supply increased 
newsprint might have to be cut as 
much as 52% in 1944. 

This fact-finding study by repre- 
sentatives of the United States, 


Great Britain and Canada reported 
that the wood pulp shortage is so 
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severe that even if the use of pulp- 
wood in newsprint were eliminated 
entirely, there would be a deficit 
of 2,367,000 cords of wood for 
making pulp. 

The projected 52% cut would be 
inevitable, the joint committee 
found, if the wood pulp deficit 
were to be met by uniform curtail- 
ment of all printing and wrapping 
papers. In this field, newsprint is 
the second biggest user of pulp, 
totaling 19.7% of supply, while con- 
tainer boards, the biggest, use 
21.5%. 


Much Manpower Needed 


To meet 1944 wood pulp require- 
ments, the committee reported the 
United States would have to put 
18,500 men in the woods for 225 
days and Canada would have to 
work 20,000 men 100 days. In view 
of this deficit, the committee recom- 
mended “a speedy screening of re- 
quirements and determination of 
the relative essentiality of end- 
product uses of pulp and paper 
products.” 

It also urged that the woods 
labor force be increased through 
use of prisoners of war, and off- 
seasonal use of farm labor. 

The Boren committee lost no 
time in tracking down the prisoner 
of war suggestion, getting assur- 
ance from the Army’s provost mar- 
shal that the men were available 
and that arrangements for their use 
could be made through the War 
Manpower Commission. At _ the 
same time, Selective Service issued 


|a bulletin enabling farmers to de- 
| vote additional time to wood-cutting 
without losing their favored draft 
status under the Tydings amend- 
ment. 


Catastrophe Looms 


In announcing that WPB would 
ask newspapers to take additional 
paper cuts, Mr. Bitner reported that 
Paul Kellogg of the Canadian War- 
time Prices and Trade Board pro- 
tested that orders for newsprint 
shipments for October exceeded by 
20,000 tons the Canadian monthly 
proviso of 210,000 tons. 

Mr. Bitner said that in view of 
previous action of the newspaper 
advisory committee which cut in- 
ventories to a minimum, the only 
way to prevent a_ catastrophe 
seemed to be to take another cut 
in usage, so that the larger papers 
will bear a larger percentage of the 
sacrifice. He pointed out that unless 
total orders can be brought into 
balance with supply, all orders can- 
not be filled completely, and some 
publishers will be unable to con- 
tinue publication. 


Says Magazines Have Done Job 


In appearing for the magazine 
publishers, Mr. Fuller declared that 
the magazine industry had done a 
good job in economizing on the use 
of paper. “The industry is not sat- 
isfied,” he said, “that other users 
have done as well.” 

Magazines are 5% of paper prod- 
ucts consumed, Mr. Fuller said. 
While the industry has complied 


with its 10% cut, no other user has 
done better. “It is not fair,” Mr. 
Fuller asserted, “to ask more from 
us until others match us.” 

Mr. Sullivan opened his statement 
by refuting charges aired before the 
committee alleging that faulty ad- 
ministration had defeated the pur- 
pose of L-240 to save 10%. “This 
expectation was over-optimistic,” 
Mr. Sullivan declared. “A reduc- 
tion of 10% could not have been 
accomplished by the order as writ- 
ten.” The fallacy, he said, was 
adoption of a formula in the mis- 
taken belief that the difference 
between net press run and net paid 
circulation would amount to 10%. 


Guessed Wrong on Ad Volume 


A second mistake, Mr. Sullivan 
said, was the assumption by pub- 
lishers that a downward trend in 
advertising would result from the 
shrinkage in the supply of durable 
goods, and that the expected drop 
in advertising would provide a pool 
for the granting of necessary ap- 
peals. “The reversal of the adver- 
tising trend,” he said, “was thus 
partially responsible for the fail- 
ure ” 


Mr. Sullivan provided the com- 
mittee with a breakdown chart 
showing the operation of L-240 on 
each type of paper user, from con- 
sumers of 25 tons or less to metro- 
politan dailies. Nearly 33% of 
paper went to 162 publishers using 
between 500 and 5,000 tons, and 
another 55.5% went to 41 papers 
requiring over 5,000 tons. Through 


FACTS ...... 


@ Indianapolis, one of America’s finest 
transportation centers... 16 railroad 
lines, 5 cirports, 120 truck lines en- 
ables one to reach over night 75,000,- 
000 people. 

@ Indianapolis population 406,515 in 
May, 1942 (Chamber of Commerce). 


@ Indianopolis industrial payrolls up 
52%, Febrwory, 1943, over Februory, 
1942, and five times greater than in 
1939. 


@ Employment up 26%, Februory, 1943, 
over February, 1942, and two and one- 
holf times the number of workers em- 
ployed in 1939. 


@ Effective buying income, $686,537,000. 
@ Indianapolis per family income, $4,156. 


@ Farm incomes in the Indianapolis Re- 
dius up 51%. 


@ Industric! poyrolls, in the Indianapolis 
Radius, up 38%. 


@ The News clone will do the job 


DAN A. CARROLL 


110 E. 42nd St., New York | 
J. E. LUTZ 
Tribune Tower, Chicago 


J. F. BREEZE, Adv. Dir 


indianapolis 6 


*2nd City 


2nd County 
throughout the entire 
Midwest in Effective 
Buying Income 


—Ast in Daily Circulation 


—Ast in Advertising Linage | 


—ist in the hearts of Hoosierdom 


oe In the entire Mid-West only one other city leads Indianapolis in Effective 
Buying income, and it leads by only $27.00 on the year’ Per capita buying 
income increase in Indianapolis 1942 over 1941 was 274/5% In all the 
vast Mid-West only one other county leads Marien County (Indianapolis) 
in effective, per capita buying income. Cover this rich, eager market IN 
THE NEWS 
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a sliding scale, Mr. Sullivan pointed 
out, the 672 smaller publishers re- 
ceived particular benefits. 


Defends Appeals Machinery 


Turning to the appeals machin- 
ery, Mr. Sullivan reported that 
since 1941, the base year for L-240, 
newspaper circulation has mounted 
to the highest point in history. The 
appeals machinery was adopted at 
the recommendation of the industry 
to meet these new circulation prob- 
lems, he said. 

The policy as originally adopted 
made no distinction between news- 
paper circulation increases as the 
result of war activities, and those 
brought about by natural reader 
curiosity, he said, explaining that 
the appeals board had no recourse 
but to follow appeals of papers in 
cities like New York which had 
large circulation increases, but no 
war industries. 


Population to Govern 


New standards recently adopted 
on the basis of experience will 
make certain that newspapers no 
longer get appeals grants unless 
their increased ___ circulation is 
brought about by a large growth in 
population in a trading area. 

Mr. Sullivan’ admitted that re- 
sponsibility for making recommen- 
dations in appeals cases has been 
his, but declared that “in every case 
recommendations have been made 
on the basis of facts presented. 
Every case has been decided on its 
own merits without reference to 
ownership of the newspaper in- 
volved, and certainly without fa- 
voritism.” Suggestion that Mr. 
Bitner influenced these recommen- 
dations is made without knowledge 
of the facts, he said. 

Mr. Sullivan concluded that it is 
hoped that a survey now being 
made will enable the advisory com- 
mittee to evolve a limitation order 
with fewer inequities, 
occasions for appeal. 


Confused by WMC Report 


At only one point in its hearings 
was the committee unable to satisfy 
its need for information. For more 
than an hour and a half, Collis 
Stocking, deputy assistant director 
of the War Manpower Commission, 
sought to clear up confusion on the 
essential status of woods workers. 
Mr. Stocking warned that the man- 
power outlook “is far from bright,” 
despite efforts of the WMC. 

He reported that the WMC has 
sought funds to import 19,000 work- 
ers from other countries to cut 
wood; that it has sought the release 
of 2,000 skilled woodsmen from the 
armed forces; that it has unsuc- 
cessfully tried to convince Canada 
to permit the normal number of 
migratory woodcutters to come here. 
Newsprint production workers have 
not been classified essential, Mr. 
Stocking explained, because all the 
evidence the WMC has is that the 
limitation on newsprint production 
is not a shortage of men in the 
mills, but a shortage of woodcut- 
ters to provide pulp. These wood- 
= are on the essential list, he 
said. 


and fewer 


Every Aspect Considered 


The committee met throughout 
the week, covering every aspect of 
the pulp and paper situation, in- 
cluding manpower, conservation, 
salvage, administration of WPB 
limitation orders, OPA price ceil- 
ings and tariffs. 

Representatives of the ANPA 
raised the manpower question early 
in the week, reading into the rec- 
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Crown Fastener Corp., Warren, R, | 
added to its Navy "“E" promotion 4, 
appeal for additional personnel to “help 
zip up our Victory" in this advertisemens 
which appeared in the Providence Joy. 
nal-Bulletin. The copy was prepared } 

James Thomas Chirurg Co., Boston, 


ee 


ord a letter from War Manpower 
Commissioner Paul V. MeNut 
asserting that WMC does not be. 
lieve that there is sufficient evidence 
of a shortage in the present and 
prospective volume of newsprint to 
warrant its inclusion on the essen. 
tial list. 

“While it is recognized that there 
is a shortage of labor necessary 
full production of this and othe 
types of paper products, and while 
the commission has included a nun- 
ber of paper items on its essential 
list, there appears to be no present 
need for the same protection to the 
production of newsprint,” he told 
ANPA. When the time arrives for 
action to assure the public ful! news 
service, Mr. McNutt wrote, “we wil] 
give renewed and careful consider- 
ation to prevent a shortage of news- 
print which might deprive 
American people of the news serv- 
ice to which they are entitled.” 


Asks Tariff Modification 


The ANPA statement was read 
by Cranston Williams, general man- 
ager, in place of Linwood I. Noyes, 
ANPA president. It asked that the 
committee act to remove the tariff 
on 30-pound newsprint so that Ca- 
nadian producers would be encour- 
aged to make increased quantities 
of it, and thus save pulpwood. 

The ANPA statement was chal- 
lenged later by P. S. Kellogg, sec- 
retary of the Newsprint Service 
Bureau, representing manufacturers 
of newsprint, who asserted there 
would be no saving in material 
from 30-pound paper and _ that 
actual production costs would in- 
crease $4 to $5 a ton, from reduced 
speed and decreased tonnage of 
output. 

At the same session, E. W. Tinker, 
executive secretary of the American 
Paper and Pulp Association, de- 
clared that paper production could 


th 
We 


not be increased without some 
remedial action. He asked for use 
of prisoners of war; importation of 
pulpwood from Russia on emply 
lend-lease ships returning from 
Siberia; importation of labor from 


Latin America; and organized wo 
cutting efforts in Great Lak« 
gions. 

Mr. Tinker warned that mil's az 
closing, and that once they los 


(Continued on Page 61) 
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GREATEST CIT) 


CLEAR CHANNE 


The Katz Agency, Inc. 
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severe that even if the use of pulp- | 
wood in newsprint were eliminated | 
entirely, there would be a deficit} 
of 2,367,000 cords of wood for} 
making pulp. 

The projected 52% cut would be | 
inevitable, the joint committee 
found, if the wood pulp deficit 
were to be met by uniform curtail- 
ment of all printing and wrapping 
papers. In this field, newsprint is 
the second biggest user of pulp, 
totaling 19.7% of supply, while con- 
tainer boards, the biggest, use 
21.5%. 


Much Manpower Needed 


To meet 1944 wood pulp require- 
ments, the committee reported the 
United States would have to put 
18,500 men in the woods for 225 
days and Canada would have to 
work 20,000 men 100 days. In view 
of this deficit, the committee recom- 
mended “a speedy screening of re- 
quirements and determination of 
the relative essentiality of end- 
product uses of pulp and paper 
products.” 

It also urged that the woods 
labor force be increased through 
use of prisoners of war, and off- 
seasonal use of farm labor. 

The Boren committee lost no 
time in tracking down the prisoner 
of war suggestion, getting assur- 
ance from the Army’s provost mar- 
shal that the men were available 
and that arrangements for their use 
could be made through the War 
Manpower Commission. At the 


same time, Selective Service issued 


a bulletin enabling farmers to de- 
vote additional time to wood-cutting 
without losing their favored draft 


status under the Tydings amend-| 


ment. 
Catastrophe Looms 


In announcing that WPB would 
ask newspapers to take additional 
paper cuts, Mr. Bitner reported that 
Paul Kellogg of the Canadian War- 
time Prices and Trade Board pro- 
tested that orders for newsprint 
shipments for October exceeded by 
20,000 tons the Canadian monthly 
proviso of 210,000 tons. 

Mr. Bitner said that in view of 
previous action of the newspaper 
advisory committee which cut in- 
ventories to a minimum, the only 
way to prevent a_ catastrophe 
seemed to be to take another cut 
in usage, so that the larger papers 
will bear a larger percentage of the 
sacrifice. He pointed out that unless 
total orders can be brought into 
balance with supply, all orders can- 
not be filled completely, and some 
publishers will be unable to con- 
tinue publication. 


Says Magazines Have Done Job 


In appearing for the magazine 
publishers, Mr. Fuller declared that 
the magazine industry had done a 
good job in economizing on the use 
of paper. “The industry is not sat- 
isfied,” he said, “that other users 
have done as well.” 

Magazines are 5% of paper prod- 
ucts consumed, Mr. Fuller said. 
While the industry has complied 


with its 10% cut, no other user has 
done better. “It is not fair,” Mr. 
Fuller asserted, “to ask more from 
us until others match us.” 

Mr. Sullivan opened his statement 
by refuting charges aired before the 
committee alleging that faulty ad- 
ministration had defeated the pur- 


pose of L-240 to save 10%. “This 
expectation was over-optimistic,” 
Mr. Sullivan declared. “A reduc- 


tion of 10% could not have been 
accomplished by the order as wiit- 
ten.” The fallacy, he said, was 
adoption of a formula in the mis- 
taken belief that the difference 
between net press run and net paid 
circulation would amount to 10%. 


Guessed Wrong on Ad Volume 


A second mistake, Mr. Sullivan 
said, was the assumption by pub- 
lishers that a downward trend in 
advertising would result from the 
shrinkage in the supply of durable 
goods, and that the expected drop 
in advertising would provide a pool 
for the granting of necessary ap- 
peals. “The reversal of the adver- 
tising trend,” he said, “was thus 
partially responsible for the fail- 
ure.” 

Mr. Sullivan provided the com- 
mittee with a breakdown chart 
showing the operation of L-240 on 
each type of paper user, from con- 
sumers of 25 tons or less to metro- 
politan dailies. Nearly 33% of 
paper went to 162 publishers using 
between 500 and 5,000 tons, and 
another 55.5% went to 41 papers 
requiring over 5,000 tons. Through 
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@ indianapolis, one of America’s finest 
transportation centers... 16 railroad 
lines, 5 airports, 120 truck lines en- 
ebles one to reach over night 75,000,- 
000 people. 


@ Indicnapolis population 
May, 1942 


406,515 in 
(Chamber of Commerce). 
@ Indianapolis industrial poyrolls up 

52%, Febrwory, 1943, over February, 


1942, and five times greater than in 
1939. 


@ Employment up 26%, Februory, 1943, 
over February, 1942, and two and one- 
holf times the number of workers em- 
ployed in 1939. 


@ Effective buying income, $686,537,000. 
@ Indianopolis per family income, $4,156. 


@ Form incomes in the Indionepolis Re- 
divs up 51%. 


@ Industrie! payrolls, in the Indienepolis 
Redius, up 38°... 
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a sliding scale, Mr. Sullivan pointed 
out, the 672 smaller publishers re- 
ceived particular benefits. 


Defends Appeals Machinery 


Turning to the appeals machin- 
ery, Mr. Sullivan reported that 
since 1941, the base year for L-240, 
newspaper circulation has mounted 
to the highest point in history. The 
appeals machinery was adopted at 
the recommendation of the industry 
to meet these new circulation prob- 
lems, he said. 

The policy as originally adopted 
made no distinction between news- 
paper circulation increases as the 
result of war activities, and those 
brought about by natural reader 
curiosity, he said, explaining that 
the appeals board had no recourse 
but to follow appeals of papers in 
cities like New York which had 
large circulation increases, but no 
war industries. 


Population to Govern 


New standards recently adopted 
on the basis of experience will 
make certain that newspapers no 
longer get appeals grants unless 
their increased __ circulation is 
brought about by a large growth in 
population in a trading area. 

Mr. Sullivan admitted that re- 
sponsibility for making recommen- 
dations in appeals cases has been 
his, but declared that “in every case 
recommendations have been made 
on the basis of facts presented. 
Every case has been decided on its 
own merits without reference to 
ownership of the newspaper in- 
volved, and certainly without fa- 
voritism.” Suggestion that Mr. 
Bitner influenced these recommen- 
dations is made without knowledge 
of the facts, he said. 

Mr. Sullivan concluded that it is 
hoped that a survey now being 
made will enable the advisory com- 
mittee to evolve a limitation order 
with fewer inequities, and fewer 
occasions for appeal. 


Confused by WMC Report 


At only one point in its hearings 
was the committee unable to satisfy 
its need for information. For more 
than an hour and a half, Collis 
Stocking, deputy assistant director 
of the War Manpower Commission, 
sought to clear up confusion on the 
essential status of woods workers. 
Mr. Stocking warned that the man- 
power outlook “is far from bright,” 
despite efforts of the WMC. 

He reported that the WMC has 
sought funds to import 19,000 work- 
ers from other countries to cut 
wood; that it has sought the release 
of 2,000 skilled woodsmen from the 
armed forces; that it has unsuc- 
cessfully tried to convince Canada 
to permit the normal number of 
migratory woodcutters to come here. 
Newsprint production workers have 
not been classified essential, Mr. 
Stocking explained, because all the 
evidence the WMC has is that the 
limitation on newsprint production 
is not a shortage of men in the 
mills, but a shortage of woodcut- 
ters to provide pulp. These wood- 
— are on the essential list, he 
said. 


Every Aspect Considered 


The committee met throughout 
the week, covering every aspect of 
the pulp and paper situation, in- 
cluding manpower, conservation, 
salvage, administration of WPB 
limitation orders, OPA price ceil- 
ings and tariffs. 

Representatives of the 
raised the manpower question early 
in the week, reading into the rec- 
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ord a letter from War Manpower 
Commissioner Paul V. McNutt 
asserting that WMC does not be. 
lieve that there is sufficient evidence 
of a shortage in the present ang 
prospective volume of newsprint to 
warrant its inclusion on the essen. 
tial list. 

“While it is recognized that there 
is a shortage of labor necessary + 
full production of this and other 
types of paper products, and while 
the commission has included a nun- 
ber of paper items on its essential 
list, there appears to be no present 
need for the same protection to the 
production of newsprint,” he told 
ANPA. When the time arrives for 
action to assure the public ful! news 
service, Mr. McNutt wrote, “we will 
give renewed and careful consider- 
ation to prevent a shortage of news- 
print which might deprive 
American people of the news 


- 
the 


serv- 
ice to which they are entitled.” 
Asks Tariff Modification 
The ANPA statement was read 


by Cranston Williams, general man- 
ager, in place of Linwood I. Noyes, 
ANPA president. It asked that the 
committee act to remove the tariff 
on 30-pound newsprint so that Ca- 
nadian producers would be encour- 
aged to make increased quantities 
of it, and thus save pulpwood. 

The ANPA statement was chal- 
lenged later by P. S. Kellogg, sec- 
retary of the Newsprint Service 
Bureau, representing manufacturers 
of newsprint, who asserted there 
would be no saving in material 
from 30-pound paper and _ that 
actual production costs would in- 
crease $4 to $5 a ton, from reduced 
speed and decreased tonnage of 
output. 

At the same session, E. W. Tinker, 
executive secretary of the American 


Paper and Pulp Association, de- 
clared that paper production could 
not be increased without some 
remedial action. He asked for use 
of prisoners of war; importation 0! 
pulpwood from Russia on empty 
lend-lease ships returning trom 


Siberia; importation of labor from 
Latin America; and organized woo 
cutting efforts in Great Lake=> re- 
gions. 
Mr. Tinker warned that mills 4° 
closing, and that once they se 
(Continued on Page 61 
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Maxon Pleads for 
Vigorous Battle 


on Regimentation 


Calls Grade Labels 
First Step in 
Killing Brands 


Chicago, Oct. 14.—Lou R. Maxon, 
head of the Detroit agency and 
former deputy administrator of the 
OPA, continued his vigorous cam- 
paign against grade labeling here 
last night in a speech at Medinah 
Club, in which he declared that 
“grade leveling,” as he dubbed it, is 
the keystone of a strong group in 
Washington which believes that the 
manufacture, standardization and 
distribution of all essential products 
should be placed under the arbi- 
trary control of the government. 

“Grade labeling, in my sincerest 
estimation,” he said, “presents one 
of the greatest threats to American 
industry and our way of life be- 
cause it is without question the 
spearhead in a drive to eliminate 
brands, trademarks, and eventually 
free enterprise.” 

“Grade labeling sounds good be- 
cause it is confused with descrip- 


tive labeling,” Mr. Maxon 


tinued. 


consumer full and complete infor- 
mation about the contents of a pack- 
age. . . There is very little wrong 
with the grade labeling idea as such. 
The buyer has a right to know. But 
once grade labeling becomes effec- 
tive, then the next step is for pres- 
sure to be put behind the second 
very natural question of why 
should one Grade A product cost 
more than another Grade A? They 
are both Grade A, aren’t they? So, 
logically, why not a flat price to 
cover the grade? 


Two Portentous Steps 


“When that flat price is set low 
enough, that will be the end of com- 
petition, of food research, of food 
progress, and the beginning of a 
regimented, standardized, rationed 
world. In those two simple steps 
there can be the end of brand 
names, and the end of a free press, 
and the beginning of the end of 
quality backed by a manufacturer’s 
reputation. And the grade labelers 
definitely say they want grade 
labeling so they can have flat pric- 
ing so there’s no doubt about step 
No. 2—they have already declared 
themselves on that.” 

Standardization also has the sur- 
face aspect of being a good thing, 
Mr. Maxon continued, but an ex- 
amination reveals that such, stand- 
ardization would quickly reduce 
sales, employment and production. 
“The minute we start pruning away 


“No one objects to honest | 
descriptive labeling that gives the| 


to want an article and confine the 
purchase to a need, we also prune 
away consumption, labor and pro- 
duction and employment.” 

“With our modern wartime pro- 
ductive capacity we can probably 
produce our peacetime standardized 
needs by working two days per 
week. 


it must spend the other three days 
producing the things the consumer 
wants.” 


Asks Vigorous Action 


Branding the grade labeling 
movement as communistic in its ori- 
gin and ~particularly lambasting 
(without naming him) Donald 
Montgomery, former consumer 
counsel of the AAA, and now di- 
rector of consumer activities for the 
United Automobile Workers, Mr. 
Maxon insisted that business must 
become more articulate, and partic- 
ularly that “every man in business, 
whether he be employer or employe, 
should be enlisted in a campaign of 
public information designed to pro- 
mote opposition to regimentation in 
all its forms.” 

“T feel that steps should be taken 
immediately to organize and secure 
the broadest possible participation 
of all groups within American in- 
dustry in a nationwide campaign 
against regimentation,” he said. “For 
ten years industry has been too 
timid to tell this story with the ag- 
gressiveness that is necessary to in- 


con-| the things that cause the consumer | fluence public opinion, There is not 
|much time left in which to accom- 


plish the job. The end of the war 
will bring American industry face 
to face with its most critical test. 
Whether we are to maintain Amer- 
ican institutions and American en- 
terprise, or sink deeper into the 


|quicksand of imported ‘isms,’ may 
If labor is to be gainfully | 
employed in the world of tomorrow, | 


be determined in the few months 
after peace returns.” 


CANADA TO GET 
INFORMATIVE LABELS 


Ottawa, Ont., Oct. 13.—Within a 
short time women’s coats and suits 
in Canada will bear the new nation- 
wide informative labeling tags now 
being introduced by the Wartime 
Prices and Trade Board in an effort 
to check degradation of quality and 
insure standard pricing and grading 
of garments under the Canadian 
price ceiling. 

Canada’s first informative label- 
ing order was signed by Donald 
Gordon, chairman of the WPTB, a 
few weeks ago. It covers the field 
of women’s, misses’ and juniors’ 
coats, suits and sports jackets. 
Similar orders are expected shortly 
in men’s shirts and work garments 
and ultimately in the whole field of 
women’s and children’s dresses, 
underwear, etc. The new order re- 
quires that every garment produced 
and sold in this particular adminis- 
tration of WPTB (women’s and 
misses’ coats and suits) must hence- 
forth bear a label or tag on which 
will appear: (1) the maker’s name 


rc 


A WINNING TEAM! 


Place your bets on the team that's known and rec- 
ognized . . . the championship team established from 
‘way back with a record of winning touchdowns. 


*BPIC Specialized Export Publications are carrying 
the ball of U. S. business over the Latin American 
finish line to score and score again for postwar sales. 
Here's a team that covers the Latin American fields 


of drug, automotive, construction, engineering and 
industry — with no fumbling. They're unbeatable at 


4 


piling up the kind of confidence-scores that result in 


sales records. 


Don't get your signals mixed when it comes to plac- 
ing your overseas advertising schedule. *BPIC Pub- 
lications guarantee your product of a readership more 
than 80°% paid — a unique record among export 
publications. Add to that the plus-value of goodwill 
based upon long acquaintance and you've got the 


winning team of *BPIC. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 


EWIERIA 
LES NACIONAL 
qmpusTRia 


FARMALEUTICO 


published monthly in Span- 
ish, circulates to the Latin 
L. American INDUSTRIAL 


published monthly in Span- pubtiched penthiy in Eng- 
ish, circulates to the Latin ng the 
American CONSTRUCTION 
field. 


h and circalat 
AUTOMOTIVE TRADE in 
Asia, Africa, Europe and 
Oceania. 


to 


Latin America, 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE 


published monthly in Span- 
ish and circulating to the 
in DRUG TRADE in Latin 
America. J 
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CHAPTER || 


Mayor George Fielding Ehot explains 


The Military Importance | 


This is the second in a series of adver. 

tisements telling the story of the alco. 

holic beverage industry's contribution t, 

the war effort. The copy was released 

last week to approximately 250 news. 

papers in 32 states, through Swertfage, 
& Hixon, New York. 


el 


or his WPTB license number; (2 
the style number and size of the 
garment. 

Each trademark in turn must ly 
registered with the administrat 
and in addition the price and speci. 
fications of every individual item of 
merchandise made or sold throug 
this administration must be ap. 
proved. 

Plan Long Considered 


From the consumer’s viewpoint 
the aim is to set up a syste 
whereby any infractions or sup- 
posed infractions of price ceiling 
policy will immediately be reporte: 
to local officers of WPTB. If t! 
garment in question does not be 
the manufacturer’s name it mus 
bear his license number so that the 
source can be traced. Added to that 
will be the “style” number of ea 
individual garment, which will be 
registered with the administrator 
and which must correspond wit 
the authorized price for that qual- 
ity and kind of garment. 

The informative labeling plan has 
long been urged by the consumer 
division of WPTB as an important 
aid to maintenance of price and 
quality within the price ceiling 
Many difficulties have been encoun- 
tered in working out the policy 
partly because of the problem of 
individually pricing and cataloging 
each garment. Introduction of the 
new system first in the women’ 
coat and suit industry is expected 
to be followed by men’s shirts, work 
clothes and later all types 
women’s and children’s clothing 

Although informative labeling 
now mandatory for the womens 
coat and suit industry, it will & 
some months before the new labels 
actually make their appearance on 
retail shelves. 


Deibler Moves 
Robert H. Deibler, West Coast 
representative for Hitchcock Pu 
lishing Company, has moved Ii 
office from 756 S. Broadway to te 
Garfield building, 403 W. 8th & 
Los Angeles, 14. Frank T. Hovore 
has joined the organization, whi 
is now known as Robert H. Deible 
& Associates. 
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Ise U.S. set tacked Maca y from\the Jap gunboat 
c 

had just rammed. The Jap, done for\ hit back hard. 

\lachine gun pellets cut a white line in| the blue water, 


reeping closer, like a hissing snake, unjil it struck the 


(+e 8 eee 88 6 6 8 F} 
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“three little, words t 


* Some day, when this war is over| midshipmen 


wandering through Memorial Hall pt Annapolis, 
where the sacred relics of the Navy are kept, may 
find engraved on a tablet a third noble phrase to 
take its place along with those other two that 
have come ringing down through |the corridors 
of history to inspire fighting men| of the sea— 
John Paul Jones’—""We have just begun to 
fight.”” and James Lawrence’s—““Don’t give up 


the ship!’ It will be Commander Howard W. 


Gilmore’s—""Take her down.” $0 says Paul 


No. 13 of a series * heroic episodes WORLD WAR NO. 


pigboat’s dark hull with spiteful clangor. The sub’s distance 


from the stricken Jap was widening. The commander had 


ordered the sub’s deck cleared, but he fell, wounded, as the 


last of his men scurried below. They started to come back for 


Sister 


. . (me) 
atetereretereres 


Gallico in the October Esquire, in a splendid 
tribute to Commander Gilmore accompanying 
the John Falter painting reproduced above. Al- 
ready, as if in confirmation of this conjecture, a 
building at one of America’s permanent sub- 
marine bases has recently been named Gilmore 
Hall. Thus are some of this war’s heroes surely 
earning the highest honor that history can be- 
stow—immortality. Meanwhile, as long as there 
are issues between ourselves and the Axis that 


‘an only be resolved by “the drumming guns 


Pa ee RR RERMERMEMEREMENEME EE MM OO 


him, but he saw that in a matter of seconds the Jap’s three- 
inchers could be brought to bear. He spoke three words in 
sharp command: “Take her down!” The hatch cover clanged. 


They took her down. To the sub’s safety. To his death. 


. 
eeeseeeee#e#e 
@*eeeeeeaeeeee # @' 
7 eeaoeoeeaee 
. 


° »2? 
hat will ring in America’s ears forevermore 


that have no doubts,” their example serves as a 
powerful and immediate stimulus to the efforts 
of all Americans everywhere. Tnat’s why, along 
with the galaxy of pin-ups and other divertisse- 
ments demanded by the armed forces, Esquire 
devotes its largest single unit of space, each 
month, to a salute to the war’s outstanding 
individual heroes. * That. in turn, may be 
acknowledged as another reason why Esquire is 
a favored magazine of America’s fighting men. 


34.2% of whom it is reported to reach regularly. 
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Edward J. Noble 
Effects Transfer 
of Blue Network 


Completes Payment 
for Stock; FCC Gives 
Approval to Sale 


New York, Oct. 15.—In the office 
of the Bankers Trust Company here 
yesterday, Edward J. Noble, chair- 
man of the board of Life Savers 
Corporation and new owner of the 
Blue Network, gave to David Sarn- 
off, president of the Radio Corpora- 
tion of America, a check completing 
payment of $8,000,000, cash purchase 
price of the network, and received 
in return 1,000 shares of the capital 
stock of the Blue Network Com- 
pany, representing all of its out- 
standing capital stock. 

Immediately after the transfer of 
ownership was consummated, a 
meeting was held of the board of 
directors of the Blue, which was 
newly constituted due to the resig- 
nation of five former directors. Mark 
Woods, president of the network, 
and Edgar Kobak, executive vice- 
president, remain as directors. The 


following new directors 
elected: Mr. Noble, Franklin S. 
Wood, counsel to Mr. Noble; Earl E. 
Anderson, vice-president of Amer- 
ican Broadcasting System, and C. 
Nicholas Priaulx, secretary-treas- 
urer of American Broadcasting Sys- 
tem. 

New officers elected were: Mr. 
Noble, chairman of the board; Mr. 
Priaulx, vice-president in charge of 
finance, and Robert D. Swezey, who 
is counsel of the Blue Network, sec- 
retary. Mr. Woods, Mr. Kobak and 
other officers continue in their pres- 
ent capacities. 


FCC Gives Approval 


Sale of the Blue was announced 
on July 30 and approved by the Fed- 
eral Communications Commission 
Oct. 12. In connection with his ac- 
quisition of the network, Mr. Noble 
declared: 

“On Sept. 29 I sent a letter to the 
Federal Communications Commis- 
sion which outlined the Blue’s pol- 
icy in respect to the sale of time for 
purposes ither than the advertising 
of commercial goods and services. 
While the letter speaks for itself, 
the considerations which dictated it 
may be of interest. 

“Having become one of the prin- 
cipal media through which the peo- 
ple are reached, radio broadcasting 
cannot help but assume the respon- 
sibilities inherent in its growing 
stature and maturity. One respon- 
sibility is to maintain at all times a 


|platform accessible under reason- 


werejable conditions to requests which|der a fine program service to the 


are reasonable as to purpose and 
sponsorship. The corollary of that 
responsibility is the one to resist 
what we deem to be unreasonable 
| pressures, however great their force. 

“As with newspapers, magazines 
and the films, the first and basic con- 
|sideration is to win and hold the 
|broadest possible public following; 
jand the greater the success in at- 
|taining this objective, the greater 
will be the desire of special interests 
to reach that audience. 
| “While the policies set forth in the 
| code of the Blue Network reflect the 
|past experience and the best judg- 
|}ment of the network and of the in- 
| dustry as a whole, these policies will 
|retain their validity only as they are 
constantly reviewed in the light of 
changing conditions; and it is this 
concept of radio’s relation to the 
public which led to the re-appraisal 
and modification of the Blue Net- 
work code embodied in my letter to 
the Federal Communications Com- 
mission. 

“We of the Blue Network recog- 
nize an obligation not only to the 
public but also to the industry of 
which we are a part. We appre- 
ciate that we are not unique among 
broadcasters in our pledge to serve 
the public interest; but we are, of 
course, solely responsible for the 
manner in which we implement our 
pledge.” 

Commenting on the transfer, Mr. 
Sarnoff said: “The Blue Network 
has demonstrated its ability to ren- 


NOW—PROOF THAT 
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INCREASES SPONSOR 


IDENTIFICATION! 


\ \ E’VE been telling you (and your own instincts have prob 


ably agreed) that commercials are rendered far more memorable 


when spoken or sung in distinctive and memorable “voices” - 


that Sonovox makes radio commercials more interruptive, more 


recognizable and more effective. 


Now you can have the proof of this fact — you no longer have 


to ask any client merely to accept your judgment on the matter. 


Thanks to the mounting record of Hooper Sponsor Identifica- 


tion Ratings on four typical shows using Sonovox, you can now 


prove that Sonovox actually does build sponsor identification — 


and at a cost that’s truly negligible. 


We've charted the Hooper figures, together with comparisons of 


sponsor identification on similar shows in equivalent categories. 


They're intensely interesting. 
to you 


a ring 


We'd be very happy to show them 


and you'll be very happy to have seen them. Give us 


or drop a line to any of the F&P offices listed below. 


How is Sonovox sold? Essentially like talent. Under each 
license for a specific use, a reasonable license fee is charged 
for Sonovox performing rights. The only additional cost to 
licensee is for a trained articulator made available by us in 
any broadcasting or recording studio in New York, Chicago, 


or Hollywood, at standard AFRA scale 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound” 


CHICAGO: (6) Mehgee 
Franklin 64878 


Plaza $4131 


MEW YORK: 25> Part Ave 


FREE & PETERS, INC. 


Exclusive National Representatives 


SAN FRANCISCO: |): Switer 
Sutter 4353 


HOLLYWOOD: 56:2. Gorden 
Gladstone 8949 


Some Typical 
SONOVOX PIONEERS 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann Erickson, Inc. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Inc. 


Chicago, Milwaukee, St. Paul & 
Pacific R. R. 
Roche, Williams & Cunnyng- 
ham, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. 


Delowsna, Lackawanna & Western 


Coa " 
Ruthrauff & Ryan, Inc. 
Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauf & Ryan, Inc. 


Christian Felgenspan Brewin 
Compan fri enspan an 
Dobler ?. . N. Beers and Ales) 


Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
i J. Potts-Calkins & Holden, 
ne. 


Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould's Macaroni Products) 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fud Ix) 


Mitchell Faust Advertising 
Company 

Andrew Jergens Co. 
(Woodbury's Products 


Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 
Batten, Barton, Durstine & 
Osborn, Inc. 

National Broadcasting Company 

Naval Aviation Selection Board 

Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 

Pan American Coffee Bureau 
Buchanan & Co., Inc. 

Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 

Radio Corporation of America 
Ruthrauff & Ryan, Inc. 

Radio Station KOMA, 
Oklahoma City 

Alvino Rey and his Orchestra 
(in all broadcasts) 

Shell Oil Company, Inc. 
J. Walter Thompson Co. 

U. S. Treasury Dept. 

Universal Pictures Company, Inc. 
("Larceny With Music’’) 

Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 

Willards Chocolates, Ltd 
Cockfield, Brown & Co., Ltd. 

Velie-Ryan, Inc. (Nesbitt's 
California Orange Drink) 


*Space n 
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|public and to conduct a successful 
|business. I congratulate the officers 
|and staff of the Blue upon their ac- 
complishment, and I congratulate 
Mr. Noble that he is now associated 
with them in carrying on a tradition 
of public service that started some 
20 years ago. I am confident that 
under Mr. Noble’s leadership and 
the able staff around him, the Blue 
will continue its forward progress, 
and I wish him and his associates 
every success in meeting the oppor- 
tunities and responsibilities that lie 
before them.” 


Mutual Releases Ad 


Immediately following FCC’s ap- 
proval of the sale, Mutual Broadcast- 
ing System released full-page ad- 
vertisements to advertising trade 
papers and radio publications wel- 
coming Mr. Noble : nd the Blue as a 
new competitor. 

Earlier, Mutual officials an- 
nounced that, with the expected 
FCC approval of the transfer, the 
network would instruct its attorneys 
to ask dismissal of anti-trust pro- 
ceedings against the Radio Corpora- 
tion of America and the National 
Broadcasting Company. 

Mutual filed the suit in federal 
district court at Chicago in January, 
1942. Alfred J. McCosker, chairman 
of the board, and W. E. Macfarlane, 
chairman of the network’s execu- 
tive committee, said in a joint state- 
ment that “We believe that when 
this transfer takes place it will 
effectively and satisfactorily solve 
what had been the principal re- 
maining issue and source of contro- 
versy in national network broad- 
casting—namely, the operation and 
control of two out of four national 
networks by one concern.” 


FCC OKAYS TRANSFER 


Washington, D. C., Oct. 13.—The 
FCC, obviously pleased by Edward 
J. Noble’s promise to keep an open 
mind on the sale of time for dis- 
| cussion of controversial issues, gave 
its official blessing this week per- 
mitting ownership of the Blue Net- 
work to pass from RCA to the 
American Broadcasting System, of 
which Mr. Noble is president and 
owner, 

In approving the transfer, the 
FCC majority took the occasion to 
renew its support of the network 
monoply regulations, upheld by a 
Supreme Court decision last spring, 
but widely criticized by advocates 
of new legislation soon to be con- 
sidered by one of several Congres- 
sional committees currently inter- 
ested in radio regulation. 

With the sale of the Blue off its 
books, the commission declared that 
the nation will now have four inde- 
pendent nationwide networks, 
which will mean “a much fuiler 
measure of competition between the 
|networks for stations and between 
| the stations for networks.” 


| Support Fly’s View 


| The commission majority went 
beyond support of the anti-mo- 
nopoly regulations, and apparently 
voiced official support for the “free- 
dom to listen’ campaign currently 
being carried on by Chairman 
James Lawrence Fly. 

In commenting on the Blue sale, 
the commission declared, “the trans- 
fer should aid in the fuller use of 


radio as a mechanism of free speech. 
| The mechanism of free speech can | 
operate freely only when the con- | 
|trols of public access to the means | 
of dissemination of news and issues | 
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are in as many responsible 


ships as possible and each ex Mi 
its own independent judgme);,” 4, 
FCC said. 7 

The commission further ¢o), 
mented that “Mr. Noble’s comm, 
ment to consider each request wis, 
an open mind on the basis of 4, 
merits of each request and our 


any arbitrary discriminatio) 
our view, the type of d 
which all licenses must retain 
the communications act. On 
such flexibility is the fullest yt; 
tion of radio in the public inte 
made possible.” 

With the Blue sale completed, ¢ 
commission ordered that Ree) 
3,107 of the network ruk 
hibiting multiple ownership of 
works serving substantia! 
same area, should go into e/ 
six months. This provision 
regulations had been suspend 
permit RCA to make orderly dis. 
position of the Blue without a deag. 
line which might depress the price 


NEC Affiliates 
Move Against 


‘Cowcatchers’ 


New York, Oct. 14.—Affiliates of 
NBC have taken action against 
“cowcatchers” and “hitchhiker 
types of commercials which feign ¢ 
be part of the beginning or ending 
of a network program, but whict 
are actually divorced from any con- 
nection with such program. 

The move by NBC affiliates fo}- 
lows closely that of a similar cours. 
recently instituted by CBS and its 
affiliates in a desire to rid the air of 
“cowcatchers” and “hitchhikers’ 
which along with the station-break 
announcement, constitute a trio of 
commercials shot across at listener 
within a three-minute period (AA, 
Sept. 27). 

The statement by NBC affiliates 
follows: 

“The NBC Stations Planning and 
Advisory Committee at its last meet- 
ing in New York on Sept. 29-30, 
reiterated its statement of the past 
several years and strongly urged 
that revision be made in network 
program policy to the effect that al! 
commercials be confined within the 
sign-on sign-off limits of the main 
program structure itself. 

“The committee further recom- 
mends early consideration and ac- 
tion.” 

It is understood that NBC is now 
considering the committee’s recom- 
mendation and will 


announce its 
stand shortly. The decision, it is 
said, will be in accord with the 


views expressed by the committee 


Nelson Heads R&R 


San Francisco Office 
~ Herbert O. Nel- 
4 


son has been 
appointed 
ager of the San 
Francisco office 
of Ruthrauff & 
Ryan. 

Mr. Nelson was 
formerly directo! 
of public rela- 
tions of  Inter- 
state Aircraft & 
Engineering Cor- 
poration, L0s 
Angeles, anc be- 
fore that was 
vice-presiden' of 
Knollin Advertising Agency, were 
he was manager of the Los Angeles 
office. 
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House, Senate at 
Odds on Contract 
Termination 


Washington, D. C., Oct. 14.—In- 
dustrial and military leaders warned 
committees of both houses of Con- 
gress this week that contract ter- 
minations and _  reconversion to 
peacetime production will require 
years unless legislation is adopted 
to speed up present settlement pro- 
cedures. 

Hearings on two proposed bills to 
govern termination are now under 
way, with indications that the 
House and Senate committees will 
pull in entirely different directions, 
the Senate group favoring quick 
settlement while the House unit 
holds out for assurance that the 
settlements will involve minimum 
financial risk for the government. 


Write for circular on 
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FLUORESCENT 
LIGHTING 


First hearings began before the 
Murray small business committee of 
the Senate Thursday, with repre- 
sentatives of three electronics firms 
appearing. The following day the 
House committee on naval affairs, 
under Rep. Andrew May, had its 
first session. Both committees are 
planning extensive fact-finding in- 
vestigations. 

Lines had been tightly drawn for 
the hearings, with the Army, Navy 
and WPB firmly opposing the comp- 
troller general, who is seeking new 
legislation requiring that all con- 
tract settlements be approved by his 
office. 

In letters early in the week to 
Senator Murray, both the War and 
Navy Departments asked that Con- 
gress refute the comptroller general 
and leave contract termination in 
the hands of military contracting 
officers. Acceptance of the comp- 
troller general’s demand for a com- 
plete audit “would seriously impede 
the production of material needed 
for the successful prosecution of the 
war,” the two services agreed. 

Under Secretary of War Robert 
Patterson submitted a revised con- 
tract termination bill based on the 
Murray bill, HR 302, providing for 
advance and partial payments to 
both prime and subcontractors, and 
in general continuing the system of 
guaranteed loans used in the past 
to expedite production. 

This revised bill, Mr. Patterson 
declared, makes it possibl® to pro- 
vide contractors and subcontractors 
with funds promptly without endan- 


gering the interest of the govern- 
ment. 

“If contractors are to be sub- 
jected to termination, it is only just 
that the contract make provision 
for fair and just adjustment,” he 
declared. “Aside from the question 
of fairness, the national interest de- 
mands that cancellation be finally 
adjusted at the earliest possible 
moment. In view of the extremely 
large volume of cancelations which 
will take place at the conclusion of 
the war, there is grave danger of 
economic stagnation which will pre- 
vent the reemployment of those 
millions who will have been dis- 
charged from the Army and re- 
leased from wartime jobs.” 

The Army’s proposed bill had 
been drawn with this in mind, Mr. 
Patterson said. By providing that 
the amount payable upon termina- 
tion may be settled by negotiation, 
the adjustment is made in orderly 
business-like procedure. 


Forrestal Joins In 


Under Secretary of Navy James 
Forrestal, joining with the Army in 
seeking immediate Congressional 
action on contract termination, de- 
clared that the comptroller general’s 
letter had already brought forth 
“grave concern” from industrial 
managements and that it “will have 
an increasingly adverse effect on 
procurement.” 

He outlined the Navy’s procedure 
on negotiated terminations, pointing 
out that the contracting officers had 
“adequate accounting advice.” 


1792-1943 


The freight train of frontier days—the Conestoga 
wagon—was late and the expected shipment of 
paper for the Pittsburgh Gazette failed to arrive. 
The publisher turned for help to the commanding 
officer of Fort Pitt, who lent him cartridge paper 
to print an edition. Here is the notation from the 


official records of the Fort: 


‘Lent John Scull 27 quires 
of cartridge paper’”’ 


Today a lot of commanding officers of forts 
around the globe need paper for car- 
tridge containers and a thousand other 
uses. Because of a shortage of man- 
power, there is not enough woodpulp 
to supply the army’s requirements and 
at the same time meet all demands for newsprint. 
So the United States government has ordered the 
Post-Gazette, and other newspapers, to reduce 
the usage of print paper. The Army, which lent 
us a hand 15] years ago, needs it more today 


than we do. 


When the publisher of the Gazette borrowed 


that paper from Fort Pitt he was determined 


the community he served would get the news. 
That is still the paper’s policy, although it meant 
rationing of all advertising and the omission of 


167,356 lines of advertising during July and August. 


We appreciate the cooperation Advertisers and 
Agencies are giving us by granting optional in- 
sertion dates. We realize that changes in schedules 
must necessarily cause some inconvenience 


and for that we are extremely sorry. 


Our current problem is more accute because 
of further newsprint cuts. Allotments 
are based on 1941 tonnage with no 
allowance for advertising gains. Yet— 
during the first six months of 1943 the 
Post-Gazette did gain—279,548 lines 
as contrasted to losses by the two evening papers 


of 545,169 and 299,296 lines respectively! 


PITTSBURGH 
POST-GAZETTE 


Founded 1786 
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REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


In Washington... 


Freeze Luxury 
Food Prices; Call 
Bankhead Hearings 


Washington, D. C., Oct. 14— 
Chester Bowles’ revitalized OPA be- 
gan its most ambitious experiment 
this week with the announcement 
of price ceilings for 13 winter vege- 
tables, commodities which previous 
OPA administrations have feared to 
touch. 

The move is in line with Mr. 
Bowles’ promise to roll back the 
cost of living to the Sept. 15, 1942 
level, since statistics show that food 
prices were the dominating factor in 
a 6.2% increase in th: price level 
last winter. 

Ceilings announced this week 
were the maximum country ship- 
ping point prices, but wholesale and 
retail markups for each item will 
be issued before winter ends. Coun- 
try shipping point ceilings were 
rushed so that they might assist 
winter vegetable growers in plan- 
ning their production. 


Must Control Luxury Foods 


With ceilings already set on such 
essential fruits as apples, oranges 
and grapes, OPA is currently work- 
ing on country shipping point prices 
for five other crops, including water- 
melons. Mr. Bowles believes that 
there can be no effective price con- 
trol unless ceilings cover luxury as 
well as non-luxury items. 

When no ceilings exist, he ex- 
plains, the grower of non-essential 
foods is rewarded for his non-co- 
operation, with high prices, while 
the patriotic farmer who participates 
in government food programs re- 
ceives only a modest profit for his 
essential foods. That can happen 
once, Mr. Bowles says, then the fol- 
lowing year, no farmers want to 
grow the low-profit essentials. 

+ * 


Senator Bankhead has called 
hearings for Oct. 19 on his bill to 
spend $25,000,000 for war bond ad- 
vertising, with the slate of witnesses 
undetermined. The Senate banking 
and currency committee has had a 
few inquiries on the bill, but Trea- 
sury officials who will be important 
witnesses are still cool toward the 
idea. 

* ~ * 

WPB estimates that there will be 
a shortage of 500 million gallons of 
industrial alcohol in 1944, when the 
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synthetic rubber program ge: 
full swing. Officials report 
cohol production this sumn 
below expectations because 
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whole wheat. ior 
* * * 

Rep. Clarence Lea, new ch rman 
of the FCC investigation, an; need 
today that he had ordered 4) 4). 
alysis made of testimony c: lecteg 
by the committee at its previo, 
sessions in order to determine the 
facts substantiating charges «gajing 
the FCC. “Evidence so far co\lecteg 
embraces a large number of accysa. 


tions against the conduct of the 
commission and its personnel whic) 
are within the scope of the invest;. 
gation,” he said. 

“The ultimate performance of the 
duties of this committee requires the 
determination of the facts as to each 
substantial accusation. It is as. 
sumed that the report finally made 
to the House by the committee wij) 
include its findings as to these ae. 
cusations together with such recom. 
mendations as may be found appro- 
priate.” 

The statement was made at a 
brief public hearing called so that 
the committee counsel, Eugene 
Garey, might complete records now 
in the hands of the public printer. 
More than 3,500 pages of steno- 
graphic reports will be covered ip 
the record. 

oa * ™ 


Philip H. Cohen, successor to Don 
Stauffer as chief of the OWT radio 
bureau, is a career man who has 
made good. When Don Stauffer re- 
signed to return to Ruthrauff & 
Ryan, both government officials and 
radio people urged Phil’s appoint- 
ment, even though his six years’ 
radio production experience did not 
include agency background. Phil 
had been with the radio bureau 
since its inception in 1941, and has 
been deputy chief since April, 1943. 


Carstairs Names Kelly 
Vice-President 


Philip J. Kelly has been ap- 
pointed vice-president of Carstairs 
Bros. Distilling Company, New 
York. He has been general sales 
manager for the company since De- 
cember, 1939, and will continue that 
responsibility in his new post. 

Executive positions previously 
held by Mr. Kelly include sales pro- 
motion manager for Colgate-Palm- 
olive-Peet Company and assistant 
sales manager for B. F. Goodrich 
Company. He has served several 
terms as vice-president and director 
of the Association of National Ad- 
vertisers. 


TULSA — 5000 WATTS 


CBS 


at 4:00 PM., Monday through Friday. 
listener-rating on “HOMETOWN NEWS" hits a 7.9 high! 


“HOMETOWN NEWS", originated by GLENN CONDON. 
KTUL News Editor, features exclusive events of city, county 
and state—and that's what the Magic Empire, Okla- 
homa’s richest market, wants to hear. 


Use Condon’s unique brand of newscasting and Sales- 
manship — 15,125 words a week with a 7.9 sales-punch 
rating — to deliver YOUR message in the Tulsa Magic 


Empire. 


Contact 
Free & Peters, Inc. 
Today! 
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SO NOW YOU'RE heading home . . . To 
#7 that little spot of serenity after the turmoils and 


rich pressures of a wacky workday . . . And millions and 


Ad- millions are taking the homeward trail, too, seeking the 
.. It's a BASIC 


national habit, this homegoing when the evening hour 


aa letdown that comes with sundown . 


beckons. 


BEING CHICAGO'S HOME-GOING newspaper 
The Daily News holds a solid place as Chicago's 
BASIC advertising medium . 


where people have more reading time. more reading 


. . It is read when and 


inclination and more reading enjoyment... One copy 
of The Daily News covers the entire family . . . That is 
BASIC economy ... And the entire family covers The 


: To The Business Executive 


Catching The 
5:27 


Daily News, so to speak, in eagerness to partake of its 
journalistic vitality .. . Again BASIC in concentrated 


attention. 


YEAR AFTER YEAR advertisers have felt the re- 
sponse of more than a million reader-friends who have 
adopted The Daily News as their preferred family 


paper... 
BASIC to a sound trade position in the great metro- 


. A steady and strong pulse-beat of sales 


politan market of Chicago... Advertisers logically 
placed more Total Display advertising in The 
Daily News for the first 9 months of 1943 than in 
any other Chicago paper, morning, evening or 
Sunday* ... The reasons for this leadership are 
BASIC reasons. 


*Source: Media Records, Inc, For fair comparison liquor linage omitted 
since The Daily News does not accept advertising for alcoholic beverages. 


THE CHICAGO DAILY NEWS 


FOR 67 YEARS CHICAGO’S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 


Y NEWS PLAZA: 400 West Madison Street, CHICAGO 
OIT OFFICE: 7-218 General Motors Building 
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a ae: The . A on datiin ot Fawcett Women’s Gresp sasilinn. deomrt PEA iain.’ it j 
4th LARGEST SELLER! - springs from a reader avidity, generated by Fawcett editorial policy—so intense 


TrueContessionsis 4th that it carries over page-after-page—straight through each issue from cover to cover. 
| onan ae eae "Such reader avidity as this cannot be shown by any statistical study. But Fawcett — 


newsstands. First 3: advertisers know it... and how! Fawcett Women’s Group is definitely the spokesman 
Life, McCall's, Ladies’ Of America’s buy-minded girls and women, among advertisers who seek Ss brand- | 
a a in war's $40,000, 1: “Women’s ae # Ra ek ee ee | 
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in Americas 
Mens Group mark 


: WHICH GROUP LEADS TODAY? BASED ON FIRST 6 MONTHS 


1943 A.B.C. AVERAGE, FAWCETT WOMEN’S GROUP DELIVERS: 


98.2% newsstand—leadership by 36% 

3,101,993 circulation—leadership by over 176,000 
$1.28 per thousand (against $1.38 and $1.35) 
783 copies per dollar (against 722 and 739) 


62.6% readers are married women 


73% readers in 18-to-34 age group 


—an actual circulation bonus * of 
nearly one million primary readers free! 


“and currently, even. under paper rationing, it 98. rn saat malta = 
now averages 3,147,218. . July-November inclusive! et e.| bP 


IR \D the facts you see above. Let them sink actual demand newsstand circulation. Avid read- 
in for thirty seconds. Here is what they ers make avid buyers. 
w: That at today’s rate of $1.28 per thousand, With this evidence before you, ask yourself: 


veett Women’s Group, with 3,101,993 actual 
wation, delivers a bonus of nearly one mil- 
primary women readers per issue! Think of 
the tremendous extra sales-value of every 


d copy free! 


Can you afford not to make Ir awcett Women’s 
G iroup the number one “must” in your 1944 list: 
Foods, drugs, cosmetic products, women’s wear 
ing apparel, notions and novelties, mail-order 
offers—anything you sell to women—you can 


is does not take into account the fact that now sell through Fawcett Women’s Group at a 
~ of True Confessions, Movie Story and lower advertising cost per sales-unit than has 
tion Picture readers are married. That 73% ever before been possible. 
in the 18-to-34 age group. That 98.2% of We are proud of these facts. They have been 
great avid re adership, in today’s colossal true for some time. Analyze all you want—the) 
000,000,000 optional spending market, is will still be true when you are finished. . & 4 L ' 
the ° SS 
a f 
WV 98. 1% 96. 1% “99. 1% 
- —. 
YORK: 1501 Broadway «Longacre 3-200 LOS ANGELES: Simpson Reilly Ltd. . 403 West 8th St. « Michigan 7421 a —? )_NEWSST AT 15¢ _. : 


AGO: 360 N. Michigan Blvd. « Central 5750 SAN FRANCISCO: Simpson Reilly Ltd. + Russ Building « Douglas 4994 
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United We Stand 


It seems unfortunate to us that 
the newspaper publishers of the 
country are now engaged in a con- 
test, conducted in public, to deter- 
mine the correct method of allo- 
cating newsprint under rationing 
arders of the WPB. It is unfortu- 
nate for the reason that the result 
will very likely be increased restric- 
tions for all, even though some 
individual newspapers may be 
penalized as the result of charges 
of inequitable distribution of addi- 
tional allotments on appeal. 

The WPB has followed the plan 
of having advisory committees rep-| 
resenting industry work out the| 
details of proposals covering restric- | 
tions on the use of scarce commodi- | 
ties. This has been true not only| 
of newsprint, but of everything else 
which has had to be rationed. The | 
newspapers’ advisory committee has | 
been representative enough to jus-| 
tify the belief that its reeommenda- 
tions would be fair to all types and 
sizes of newspapers. 

The WPB has steered clear of 
the dangerous problem of allo- | 
cation based on relative essentiality, | 
but the trend of debate among the} 
newspapers may force it to consider | 
this subject. As Matt Sullivan, of 
the printing and publishing divi- 
sion, told the Southern newspaper 
publishers a few weeks ago, ration- 
ing policies have not been based on | 
essentiality, and have not been} 
intended to change competitive situ-| 
ations. Yet if arguments now being 
pressed by various groups are con-| 


sidered valid, we may find WPB 
revising its stand and demanding 
specific information on this subject 
from newspapers and perhaps other 
publications as well. 

The most sensible approach to the 
problem that we have heard pre- 
sented is that of E. K. Gaylord, 
publisher of the Oklahoman and 
Times, of Oklahoma City, who de- 
clared recently that the thing to do 
now is to press for more production 
rather than devote too much atten- 
tion to the problem of adjustments 
to scarcity. Undoubtedly measures 
can be taken both in Canada and 


the United States to relieve the 
situation by supplying the necessary 
manpower for wood production and 
pulp and paper manufacture. But 
if we are to have a young civil war 
over who has been getting the 
breaks in rationing, the prime 
necessity of increasing production 
may be lost sight of. 

ADVERTISING AGE, representing the 
interests of advertisers, is not taking 
sides in the current debate. We are 
interested, however, in the main- 
tenance of adequate advertising 
facilities, because the dissemination 
of both news and advertising is 


important to the successful execu- | 


tion of wartime objectives on the 
home front. Therefore, it seems to 


us that the newspapers will serve) 
| 


their own interests and those of| 
their readers and advertisers best if 
they can reconcile their differences | 
and present a united front to WPB| 
in the matter of future policies 


Why We Need Advertising 


Lew Hahn, able general manage! 
of the National Retail Dry Goods 
Association, told the Newspaper 


Advertising Executives Association 


at its convention in Chicago last 

i 
week that he believes postwar 
problems will be solved only if 


advertising and salesmanship of the 
highest order employed to 
and maintain effective de- 
mand for the products of industry. 

As suggested recently in edi- 
torials in ADVERTISING AGE, Mr 
Hahn pointed out that the plans of 
the Committee for Economic Devel- 


are 


create 


opment, interesting and hopeful as 


hey are, cannot be made to suc- 
ceed merely on the basis of start- 
ng new enterprises or expanding 
old ones, since production is con- 
tinued only if the public absorbs the 
output. It is entirely too optimistic 
to assume that potential buying 
power is the same thing as accom- 


plished sales 


Therefore) Mr. Hahn suggested. 


our postwar planning ought to be} 
based primarily on studying how 
we can unlock the reservoirs of 


time savings, and assure the expen- 
ditures which will justify continued 
high level production and employ-| 
ment. That calls for the applica- 
tion of the best methods of selling 
and advertising it is possible to 
devise, and these methods should be 
developed now in terms of specific 
training of the men and 
who will have to do the job. 

William S. Street, Marshall Field’s 
brilliant general manager, recently 
said that there will probably be a 
period of uncertainty after the end 
of the of the 


war, based on reduction of war pro- 


buying power built up through war-| 
| 


wemen | 


European phases 


duction and other factors affectii¢ 
It is the task of ad- 
plus a of 
manship in retail stores, to change 
uneertainty into confidence, 


No. 1 postwar problem. 


employment 


vertising, revival sales- 


our 


and Tribune Syndreote one) 
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READERSHIP WITH ASSISTANCE 


-——Register & Tribune Syndicate 


"| don't need any help, dear, you run along and read your paper—on Page 12, 
clearance sale on furs, 20 per cent off." 


Ad-li 


bbing 


Gt(us%"*’/zl/qi!! 

About the only words this writer 
can remember from his days of 
pouring over the ‘hot’ works of 
Michael Arlen 20 years ago is a line 
that went something like this: “For 
what is that which is nothing, but 


so completely nothing that it is not} 


even equal to zero without the for- 
mative circle around it?” The 
answer is, if you are talking about 
advertising (and we are) the full- 
page newspaper advertisement re- 
produced here. The George S. May 


THE GEORGE S. MAY COMPANY 
Invites you to the 
gRud’s CHAMPIONSHp 


finst "GOLF PLAY-oFg, 


~ McSPADEN | 


=~ 


~ vsBYRD 
To Be Played at Beautiful 


TAM QO’ SHANTER 


Howerd Ave. ot Coldwell td 


PARKING 


Company is 
organization 
neers. It 
the game of golf; it does. not make 
or sell sporting goods, golf club 
equipment or even bent grass. It 
has nothing whatever to sell to the 
general newspaper public. It has no 
apparent reason connected with 
business for (a) sponsoring a 
world’s championship golf play-off 
or (b) using full-page newspaper 
space to invite the world to attend 
said play-off free. Except that Mr. 
George S. May has apparently de- 
cided that he is going to put Chi- 


supposed to be an 
of management engi- 


|cago’s Tam O’Shanter country club 


on the map, by golly! 

In normal times Mr. May may 
follow his own advertising and 
sporting instincts to his heart’s con- 
tent, for all your Ad-libber cares. 


| He may decide that the most effec- 
| tive way to merchandise a business 


management to run a 
blackberry pie-eating contest all 
along the New York Central right 
of way from Chicago to New York, 
or to have every employe report to 
work disguised as the end man in 
a minstrel show; and good luck to 
him. But now, when printing paper 
is at a premium; when promotional 
expenses are being watched with 
widely-opened eyes by the Treas- 
ury, the rest of the government and 
the public; when there are rumblings 


service 1s 


has nothing to do with) 


about “advertising waste”; when gas 
is tightly rationed; when no expla- 
nation for this relatively unknown- 
to - the - public company’s sudden 
generosity is given; then, we believe, 
“advertising” of this kind is poten- 
tially, if not actually, harmful to 
all advertising. 


Military Map 

C. J. Collins, general passenger 
traffic manager for the Union Pa- 
cific Railroad, has just analyzed 
figures on the “Military Map of the 
United States” which UP is dis- 
tributing, and finds that of the 500,- 
000 and more copies already dis- 
tributed, just about equal numbers 
have gone to members of the armed 
forces and to their civilian friends. 

The map, prepared 
tional time-table form, opens to 18 
|by 32 inches, and shows Army, 
|Navy and air base locations. On 
the reverse side is an alphabetical 
list of military posts in the U. S., 


| with railroad stations and post of-| 


| fice addresses. 
,you can have one without charge 
| by writing to Mr. Collins at Omaha. 


‘Photog’s Dilemma (Con’'t.) 

| Appearance in this column Oct. 4 
|of some lines of comment on the 
| difficulties encountered by the 
| Bachrachs (Bradford, photographer 
| of women, and Fabian, photogra- 
| pher of men) in turning out photo- 
'graphs showing both sexes on the 
same negative, has resulted in a 
denouement better than anyone 
|had a right to expect. A_ Boston 
scout who unfortunately chooses 
to remain anonymous, promptly 
|clipped and sent to your Ad-libber 
a portion of the Boston Herald for 
Oct. 6, containing a story and a pic- 
ture relating that Louis Fabian 
Bachrach, president of Bachrach, 
|Inc., was host to 200 employes at 
Boston’s famed Parker House on 
the previous evening, “celebrating 
jointly the 75th anniversary of the 
;company and the return of his two 
sons on leave, Lt. (jg) Bradford K. 
Bachrach and Ensign L. Fabian 
Bachrach, both in the Naval air 
| force.” The Herald goes on to ex- 


plain carefully that “the two Bach-| 


rach sons have assumed charge of 
separate specialties—Bradford, pho- 
tographer of women, and Fabian, 
| photographer of men.” Thus, our 
| original wonderment over the abil- 
ity of these two specialists to turn 
out one photograph containing the 
images of both a male and a female 
| becomes even greater. How, indeed, 


can Bradford, photographer of wo- | 


men, and Fabian, photographer of 
men, turn out a single photograph 
|including both Se#es *yhen-. both 
im the 


| photographegs are serving 
|U. S. NavgMair force? 


in conven-| 


If you want a map, | 


Advertising. Age, October i, 1943 


Information 
for 
Advertisers 


The following documents may ph, 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa} 
advertiser or advertising agency 
executive writing on his busines: 
letterhead. 
No. 2234. 


Opportunities in the 
Postwar Farm Equipment Mar- 
ket. 

Implement & Tractor has issued 


this booklet, which reports on the 
growth of farm mechanization ang 
sums up the increasingly important 
market for parts and accessories, 
shop tools and equipment, petro- 
leum products, etc. A_ series of 
charts illustrates seven-year pro- 
duction records for a group of 
selected machines and shows how 
limitation orders have tended to 
create large backlogs. Estimated 
minimum requirements for 1945 are 
indicated for each machine. 


No. 2235. 
Again. 
A survey of daily newspaper and 
Sunday supplement readership in 
the Fresno, Cal., ABC city zone is 
reported in this booklet, issued by 
the Fresno Bee. A map shows how 
the zone was sampled, and graphs 
that follow make it possible to com- 
pare the family coverage found by 
the survey with coverages of the 
ABC retail trading area as shown 
by audit reports. 


No. 2236. In War —in Peace 
Trade, It’s One World. 

The importance, in planning ex- 
port sales promotion, of including 
all of the eventual export markets 
is brought out in this folder, issued 
by the American Exporter. Charts 
show U. S. exports of manufactured 
goods, in dollars and percentages, 
to Latin America and other export 
markets over the past 20 years and 
pie-charts indicate how exports 
were divided by markets in 1920, 
1926-30 and in 1938. 


No. 2237. Food Production 
Sure Crop Area, 

This is one of a 
folders issued by 
Life, Denver. It discusses the rapid 
growth in agricultural importance 
|of the market composed of Mon- 


Test Town Investigated 


-imn 


in the 


series of five 
Western Farm 


|tana, Idaho, Wyoming, Utah, Colo- 
rado and New Mexico, through irr)- 
gation farming; outlines the scope 
'of production and coverage of the 
}area by the publication. 


| No. 2152. A Collector’s Item for 
Timebuyers. 


| Radio Station WOW, Omaha, has 
| issued this brochure, which it has 
‘labeled the first mail map e\ 
issued which conforms to all stand 
ards recommended by the Four 
LA's, Radio Executive Club and the 
|research and broadcast advertising 
tdivisions of the NAB. The new 
|coverage map is the result of 4 
| year’s study of mail received from 
WOW listeners in a 12-month per °4 
prior to Nov. 1, 1942. 


er 


| No. 2820. Travelogue. 

The Philadelphia Inquirer 
issued this reproduction, in reduc 
size, of one of its issues to take t« 
reader on a “travelogue” throu; 
|its pages. Makeup, editorial h 
dling, features, advertisers and |! 
age figures are pointed out al 
| the way. 


| No. 2142. It Just Grows and Gro 
The Star Weekly, Toronto, 
issued this circulation analysis 
| provinces, major city markets, 
/in cities of 10,000 to 25,000, show 
| total families, English families, 
| culation and per cent of coverag 
English - speaking families in 
Dominion. 


No. 2127. A Tale of 412 Cities. 


National Broadcasting Comp 
has released this booklet whic! 
| the second volume of the report 
|its all-county survey of daytr 
preferences of radio listeners in * 
cities. 


Or 
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1943 


Order An Oil By Norman Rockwell 


Use An Albert Dorne Black and White 


Specify A Valentino Sarra 


Buy [he Best Art That Money Can Get You 
When An Important ‘l’rade Paper Message 


Is In Vhe Making! 


If a $1000 painting will increase the effective- 
ness of a DRUG TOPICS page by 25%, okeh 
the requisition. Ifa set of four color process 
plates will help you to convince the nation’s 
druggists that your client’s product is profit- 
making dynamite, don’t settle for square half- 
tones. 


Think big when a major campaign for 
DRUG TOPICS (or for any other outstand- 
ing trade paper) is in production. Forget the 
size of the small space bills involved. Forget 
the limited number of readers to be reached. 
Concentrate on the huge dimensions of the job 
you will be doing when, through retailer co- 
operation, you increase the effectiveness of 
your big stake consumer campaign by 5% 
10% - 25%. THEN BUDGET ART AND 
MECHANICAL COSTS ACCORD- 
INGLY. 


As ADVERTISING AGE said in an editor- 
ial in the October 4, 1943 issue—‘‘The retail 
merchant is the key to the success of any mer- 
chandising operation, from the standpoint of 
stocking, displaying and advertising the prod- 
uct. If he does his job well, the success of the 
campaign is assured. If he fails to pitch in 
and do his part with enthusiasm and intelli- 
gence, the sales result, regardless of how good 
the advertising may be, will be disappointing. 
Thus it is evident that trade promotion is a 
highly important part of the operation as a 
whole.” 


Isn’t the chore of winning the friendship and 
cooperation of the men who can, if they wish, 
lower materially your drug trade client’s ad- 
vertising cost per sale, a task worthy of Rock- 
well’s best efforts—or Dorne’s—or Sarra’s— 
or yours? 


Dave TOPICS 


330 WEST 42nd STREET + 


+ NEW YORK CITY 18 
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New ALL 


IN CHICAGO [RIBUNE) ; 


Five-year record of Chicago Tribune lead over 
the next Chicago newspaper in total volume of advertising linage. 


First 9 months each year. 


1¥.: 1940 194] 1942 1943 


{ FIRST 9 MONTHS EACH YEAR } 
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NADVERTTSING LEADERSHIP 


During the first nine months of this year, the Chicago 
Tribune’s lead in total advertising linage over the Chicago 
newspaper second in volume was stepped up to 96.2%—the 
largest percentage of lead for any similar period on record. 


ss HERE is fresh evidence that advertising 
pays out best when it runs in the Chicago newspaper 
more people read and want. 

Peak employment is giving new thousands of families 
important new buying power. That Tribune circulation 
is fullemarket circulation which reaches and produces 
response from people in every neighborhood and suburb 
of Chicago is made plain by the way advertisers are 
stepping up the Tribune’s linage leadership. 

No matter what you sell or to whom you sell, the 
Tribune, every day of the week, delivers the biggest and 
best Chicago market for your message. 

On weekdays, the Tribune delivers from 470,000 to 
650,000 more total circulation than other Chicago daily 
hewspapers—and more than any two other Chicago 

'y newspapers combined. 

On Sundays, the Tribune delivers from 250,000 to 
875,000 more total circulation than other Chicago Sun- 


newspapers. 
oday’s greater ypportunities invite the all-out adver- DEPARTMENT STORES recognize the new im- 
ng pressure which you apply to best advantage when 

° “.° aT ’ ; 
| build your Chicago program around the Tribune. portance to them of women’s enlarged economic status 
tes per 100,000 circulation are among the lowest in 


‘ and the importance of the Tribune as Chicago’s number 


ee one women’s medium. During the first nine months of 
f | Chi C ib this year, they placed in the Tribune more of their 
Ve cago Tone advertising budgets than they placed in all other 
ron 96 YEARS THE WORLD'S GREATEST NEWSPAPER 
= Chicago newspapers combined. 


PTEMBER AVERAGE NET PAID TOTAL CIRCULATION 
‘ILY OVER 910,000—SUNDAY, OVER 1,200, 000 
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Houston to Take 
Over OPA Ration 


Program Nov. 1 


Washington, D. C., Oct. 13.—Col. 
Bryan Houston, former Cleveland 
business consultant and vice-presi- 
dent of Young & Rubicam, will take 
charge of OPA’s rationing program 
Nov. 1. He plans to give special 
attention to meeting gasoline ration- 
ing problems. 

The appointment of Colonel 
Houston, who will be on loan from 
the Army service forces where he 
has been assistant director of the 


BOOKLET MAUED TO 
PXECUTIVES ON REQUEST 


WILLIAM BALSAM 
% é vortising 
540 N. MICHIGAN - CHICAGO- WHITEHALL 7819 


. 


‘ 
: 
, 
‘ 


purchasing division, was announced 
by OPA General Manager Chester 
Bowles last weekend. In announc- 
ing the appointment, Mr. Bowles 
said Colonel Houston “had been his 
first choice for the position” because 
his experience “combines govern- 
mental and civilian activities.” He 
is acquainted with supply problems 
of the military, Mr. Bowles pointed 
out, as well as the daily operations 
of industry and the interest of con- 
sumers. 

Before entering the Army, Colo- 
nel Houston was vice-president of 
Young & Rubicam, in charge of mar- 
keting and merchandising. Pre- 
viously he was connected with the 
petroleum industry in a number of 
positions and capacities, and in 1935 
became president of Houston & 
Wisher, Cleveland business consult- 
jants. His experience includes drug, 
| grocery, and other food businesses. 

With the Army, Colonel Houston 


| price regulation branch within the 
| purchase division, and had recently 
| been in charge of the contract ter- 
|mination branch, as well as the 


|Army’s relationship with OPA. He 


Private Lines 


The appointment of Col. Bryan 
Houston, Young & Rubicam vice- 
president, to head OPA rationing 
may not be all milk and honey for 
advertising people. He leaves a 
particularly strategic post in the 
War Department contract termina- 
tion branch where a kind voice for 
institutional advertising will be 
needed during the decisive policy- 
making months ahead. 

co ok % 

OPA is finishing plans for an 
over-all automobile conservation 
campaign which it hopes to place 
largely through the cooperation of 
automobile manufacturers and deal- 
ers. The story to the trade will be: 
“You sold them the cars, now help 


'them pull through this emergency.” 
| had organized and administered the | 


Heavy emphasis will be placed on 
car sharing for shopping and other 
purposes. 
~ * 
The Committee for Economic De- 
velopment, Paul Hoffman’s group, 


~~ to make it more useful to in- 


dustry. 
* * * 

Premium gasoline, cut again last 
week for civilian use, may entirely 
disappear. Moreover, oil people dis- 
count criticism from the world-tour- 
ing senators about neglect of Middle 
East oil fields. . . They point out 
that No. 100 octane gasoline, essen- 
tial for war planes, is made outside 
of the United States, and that the 
same is true of other special lubri- 
cants. They generally agree with 
President Roosevelt, who said Brit- 
ish Middle East fields simply could 
not be used until the Mediterranean 
was cleared. 

* * * 


The radio tube situation for re- 


no appreciable drop in audience has 
been detected. Instead of agreeing 
|to new production for ci 
|WPB last week salvaged 576,000 
| tubes previously marked for export. 


/succeeds Paul M. O’Leary who has| will break down its “Markets After| A new survey involving WPB, man- 


| resigned. 


i'the War” into about 600 commodi- 


power and the armed services is 


PHIL 


STEWART 


talks 


about radio 


response 


_— - 


, 


“WIR, one of thirty-five Columbia stations 


used in the recent 


campaign of our client, 


the Holland Furnace Company, brought 


almost two and one-half times as much mail in 


response to a four-week gift offer (12 fifteen- 


minute programs) 


as any other individual 


station... more audience mail than seven other 


point nine percent 


from the network 


SS OS sore 


THE GOODWILL STATION 


Dit 


Edward Petry & Company, Inc. 
National Representative 


50-kilowatt stations combined...a total of 


23,093 pieces of audience mail, or twenty-two 


of all the mail received 


of thirty-five stations.” 


Phil Stewart 
Director of Radio and Account Executive 
ROCHE, WILLIAMS & CUNNYNGHAM 


ceiving sets remains tight, although | 


civilians, | 


Advertising Age, October 18, 194. fj 


now under way seeking more 


ian tubes through more efficient us 

of limited manpower available ;, 

tube assembly plants. mn 
* * * 

Mutual Broadcasting’s top me, 
are currently working out plans in. 
volving a “streamlined” setup ingo. 
far as the net’s financial ope, ations 
with affiliates are concerned. A ney 
rate structure will give Mutual 


greater return on its investmen 
with affiliates also benefiting. |p, 
portant developments along these 
lines, affecting all major operation: 
of Mutual, are expected to be pyp. 
licized shortly. 
* * * 
If it is possible to get paper, loo, 
for announcement soon of a new 
national advertising medium—a jo. 
togravure insert to be distributeg 
with existing co-op wholesale oy. 
gans to co-Op members.  Thege 
localized papers have a Circulation 
reported at about 450,000 now, ang 
the idea would be to tie all of this 
into one national package through 
the insert. Originally, the insert 
would be distributed only three or 


| four times a year. 


. 
Barron-Gray Packing Company 


BASIC STATION... COLUMBIA BROADCASTING SYSTEM 
G. A. Richards, President...Leo J. Fitzpatrick, Vice President & General Manager 


| ea According to the re- 


Gray Heads League of 
California Canners 
Herbert E. Gray, president 


of 
'San Jose, Cal., has been elected 
| president of the Canners League of 
| California, San Francisco, succeed. 
|ing Carl N. Lovegren, who has 
|resigned to become chief of the 
pricing division for processed foods 
in OPA. 

Preston McKinney was reelected 
executive vice-president of the 
League and Merritt A. Clevenger, 
| Pacific Region director of the Food 
Distribution Administration, was 
elected vice-president. Alfred W 
| Eames, president of the California 
Packing Corporation, San Francisco 
continues as vice-president, as does 
Maj. W. S. Everts. Sylvia Kempton 
and A. R, Plaummer were reelected 
'secretary and treasu.er respectively 


ATF Appoints Latimer 

Henry C. Latimer, for the past 
seven years with National Litho- 
grapher, New York, has been ap- 
pointed assistant manager of sales 
development of the American Type 
|Founders Sales Corporation, Eliza- 
beth, N. J. 


THERE'S NOT 
ANOTHER 
LIKE IT! 


cent U. S. Census of 
Housing, radio ownership 
in Southern New England 
is far above the national 
average. 

Radio can come closer to 
giving your sales message 
100°;, coverage than any 
other medium. And radio 
in Southern New England 
means but one thing — 
WTIC. 


Regional Network = 
Represented by: WEED & COMPAN 


Francisco and Hollywood 
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MERCHANDISING PRINCIPLE DO YOU FAVOR 


An honest answer probably would be—“‘I’ve bought from both. 
It all depends on what | need...what | want...what appeals 


to me at the time.” Then you do like to see what's in the 
window first! . . . Everybody does. 


Beginning October 15, we are putting all of Modern Industry in a window— 
for two reasons. First: Because you prefer to window-shop before you bay read. Second: To satisfy 
our 13 camera-notebook traveling editors, each of whom wants you to read, talk about, and 
quote... his own skillfully reported contributions. 


The idea of putting all items behind “plate glass” to let a reader take his own look, came from 
Modern Industry readers . . . industrial people who don’t just read—they use our magazine . . . 


c=> Now take a look at the next page... 
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-for easier reading! 
for quicker handling! 


- for better understanding! 


Ton Greater Value 
to 50,000 Reader. ! 


5 @ AND IT ALL HAPPENED THIS WAY 
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1. EACH MONTH THE CURRENT ISSUE GOES OUT... and back come 700 to more than 1,000 
written communications from important industrial folks in fine com- 


panies. They want this—they want that—can we tell ’em . . . and— 


2. WE WONDER WHERE THEY FOUND THE TIME Co read so much so thoroughly. After all, 
you know, everybody says... “So much to read... so many magazines. . . 


so Many Meetings ...so many...” 


ll 


—a 
AND YOU WILL BE ABLE TO EXPEDITE 
YOUR ESSENTIAL INDUSTRIAL READING, TOO! 


INVITING (OEMS 
FOR TOMORROW 


3. AND SOME OF THESE “FAN Matt” writers want Modern Industry staff-written 
material to reprint in House Organs, Bulletins, direct mail pieces. In a 
single year more than 5-million Modern Industry editorial pages have 
been so reprinted. 


4. FINALLY WE DISCOVERED THE READERS’ SecreT for keeping up with industrial report- 4 
ing at its modern-best. Our readers were scrawling notes to one another yf 
... all over our “Contents Page” . . . picking out what they wanted and 
finding lots of it. They were using our page 1 as a “show window”! ? 


¢ 
o 


Beginning Oct. 15 


THE “SHOW WINDOW” READING METHOD OF 


SOME ON-THE-BUTTON INDUSTRIAL EXECUTIVES 
WILL BE 


MAS -produced 


FOR THE READER-BENEFIT OF 50,000... 
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Make a ‘Date 
with Modern Industry 
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Simply X what you want to read first! Plan your essential in- 
dustrial reading ...and note what you think Charlie should 


read, too. 


Modern Industry—with its crisp, informative, inside articles and 
The expediting principle of first things 


First got into the blood of some on- dramatic oversize pictures, has always given you fast, factual 


the-button industrial executives who 


make a habit of reading Modern Industry thoroughly . . . and reading ... 
using what they read. 
Because they were marking up the “Contents Page” to increase Now... look into the’show window”. Let your pencil do your 


the yield from their time-investment . . . they suggested that we 


picking. Keep up with all-Industry’s progress while the ink is 


pass the idea along so that others, too, could profit. 


still warm. 


We adopt this idea enthusiastically. Now, beginning on rage 1 
of Modern Industry for October 15, you'll find a convenient 


boxed-form in which you can —X what you want to read first. 


This Reading Medium Is 
Industry’s Advertising Medium, too! 


390 of the country’s large and small industrial companies use 
Modern Industry to reach a/l-Industry. These advertisers know 
that Modern Industry deals with the subjects of widest and most 
intense interest to industrial staff and line — industry's common 
problems. They know that Modern Industry is read thoroughly 
because its words are few and simple; because it makes exten- 
sive use of large pictures, diagrams and charts. Each advertiser 
knows his advt. receives attention because abundant, staff- 
written editorial matter is spread throughout Modern Industry. 


ae HEADS UP. ee NOW! It's only fair to warn you 


in 
Lf that when you start picking your reading with a 
‘ pencil ... well, it’s like eating peanuts. 


How do you know when to stop? 


MODERN INDUSTRY, 347 MADISON AVENUE, NEW YORK 17, N. Y. 
CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Com- 
merce Building * PHILADELPHIA 2: 220 South 16th Street * SAN FRANCISCO 
68 Post Street * ATLANTA: 1722 Rhodes-Haverty Bldg. * LOS ANGELES 14: 
403 West 8th Street 
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Violence, gentlemen, never should be necessary. But—somehow get 


a copy of Modern Industry for October 15 into your own hands. 
Why? ... Because through the “Reader’s XPEDITER’’ you can now chart your own quick course to: 


__] MORE OUTPUT AT LOWER COST... | NEW PRODUCTS... || TRENDS... || NEW MATERIALS... 
__| DISTRIBUTION—for now and tomorrow ... Better ways of handling |_| EMPLOYER-EMPLOYEE RELA- 
TIONS ... _’ WASHINGTON in relation to a!l-industry . .. |_| ECONOMIC SECTION is designed to give you 


the focused-interpretation of the broadening picture “1 Because we are all planning for 40-X, you'll 
want to keep current on _ POSTWAR PLANS FOR 40-X. And—just a sug- 


gestion: Don’t miss the topical pages where controversial issues are 


debated importantly—with a ballot provided for men of industry (you) 
to vote as to what they (you) think. 


A 


“a a“ 


MORE THAN 50,000 <« MORE THAN 31,500 PLANTS _ 


MODERN INDUSTRY 


347 Madison Avenue New York 17, N.Y 


... tf you passed 

Se oan 10k Oa CHICAGO 6: 20 North Wacker Drive; CLEVELAND 14: 627 
presentation Union Commerce Building; PHILADELPHIA 2: 220 S. 16th 
Street; SAN FRANCISCO: 68 Post Street; ATLANTA: 1722 


Rhodes-Haverty Bidg.; LOS ANGELES 14: 403 W. 8th Street 
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Increased Stature 
for Selling Called 
Postwar Essential 


Newspapermen Told 
After-War Boom 
Won't Be Automatic 


Ch cago, Oct. 12.—Selling and ad- 

ig must be given new stature, 
.ifectiveness and new and bet- 
ter to ols with which to work if the 
of unrivaled prosperity in 
twar era are to become real- 
ties, Lew Hahn, general manager 
of the National Retail Dry Goods 
Assoc ation, told the Newspaper 
tising Executives at the fall 
ig here today. 

Pointing out that selling is now 
at a low ebb, and that whereas sell- 
ing and advertising were once gen- 
considered the essence of 
progressive, forward-moving Amer- 
ica they have latterly become more 
and more criticized, Mr. Hahn in- 
sisted that postwar selling “must 
have more authority and more con- 
fidence.” “In the years to follow 
the war,” he said, “why should not 
the American public generally be 
brought to something of the same 
sort of feeling with regard to all 
salesmanship, including advertising, 
which it once held? If that public 
could be made to understand how 
much of the future prosperity of the 
nation, and the individual, is going 
to depend upon the readiness with 
which consumers take the products 
f industry and that—in spite of 
iny Utopian dreams to the contrary 

t is going to require continuing 
ntelligent salesmanship to develop 
ind maintain that readiness, it 
would seem that such an outlook 
could be developed in the general 
public. Thus the salesman instead 
of being regarded as a bore would 


eral 


gain be a figure symbolical of 
America’s living standard, the pro- 
moter of employment.” 

“Even as we meet here,” Mr. 
Hahn continued, “manufacturers 


More 
“Take Home” 
Vioney 


With an average weekly 
wage of $651.71 now be- 
ing paid to Detroit’s indus 
trial workers and with an av 
erage of 1.78 workers per 
family, income mounts up to 
S1O09.85 gross every week ... 
or an average of $83.85 net 
ifter all payroll deductions. 
This is 64% greater than in 
1940. 


We cite these facts merely to 
re-emphasize the high impor 
tance and value of Detroit as 
i‘ market for goods of every 
kind, : 


lo sell this market The De 
troit Free Press makes avail 
ible coverage of 385,000 homes 
every morning. 


THE DETROIT 
FREE PRESS 


Story, Brooks & Finley, Inc. 


National Representatives 
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(ah a i 
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production in the after-war period. 
Are they planning for better sell- 
ing? 
belief that the enforced shortages 
of the war will create great natural 
market opportunities which will 
need no direct cultivation? Is per- 
|haps the idea abroad in the land 
| that, when it again is possible to 
| produce things which the people 
| have had to do without, there will 
| be a general clamor for these things 


|—like air rushing into a_ broken 


| vacuum? 
Suggests Agency Setup 


“Perhaps it will happen that way, 
but I doubt it. How much safer it 
will be to plan now for the type of 
salesmanship which will move the 
merchandise. In these circum- 
stances, why not go about the busi- 
ness of preparing the public and all 
those who will undertake to sell the 


Or are they misled into the | 


| public so that we may be reason- 


ably sure of the future? 


ness join in the creation of an 
agency for the purpose of coordi- 
nating all efforts to teach salesman- 
ship and advertising. 
agency could be a vastly interesting 
and dynamic thing. It could insure 
better teaching material for schools 
of selling and advertising. 
be a powerful stimulus 


toward 


retailer, advertiser and 
j;and the general public into har- 
|monious relationship. It could be 


| the most influential of all our agen- | uncertainty 


“Therefore I suggest that all busi- | 


Such an} 


It could | 


bringing manufacturer, wholesaler,| the goods 


the public realize the vital impor-| built up which will effectively dry 
| tance of selling.” 


Mr. Hahn also criticized mildly | 


the talk of Paul M. Hoffman, chair- 
man of the Committee for Economic 
Development, who spoke to the 
NAEA yesterday, asserting that 
plans of the committee to maintain 


| full employment after the war were 


interesting, but would turn out to 
be largely meaningless unless great- 
er emphasis were placed on selling 
which these industrial 


salesmen | plants can produce. 


With the best of luck, he said, 
there is certain to be a period of 
after the war while 


cies in preserving the private enter-| business is reconverting, and im- 


| world. 


sell except 


| would sell salesmanship by making 


prise system, because it could help| plied that only by preconditioning | 
to make the general public under-| the public can this period be suc- 
stand the problems of our economic | 
It would have nothing to| 
salesmanship and _ it! 


cessfully weathered. If this period 
extends too long, or is not carefully 
handled, he said, it is possible that 
a depression psychology 


| 
| 


will be 


up purchasing. 


The NAEA convention was key- 
|noted by a talk by 


Linwood I. 
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: Your War Advertising 
- Can Reach This 
= Vast New Audience 


PATRIOTIC HOUSEWIVES all over America are making the Home Front Pledge — dedicating 
themselves to keep the cost of living down—to stamp out black markets! They are determined 
to “hold the line”! Your product—your business—will enjoy a spontaneous response of enthusi- 
astic good will—when you sponsor the OPA Pledge Campaign in motion pictures. 26 playlets 
interpret the fundamentals of the entire rationing program in Sight, Sound and ACTION. They 
go straight to the heart of America’s sense of fair play. They tell record-breaking audiences 


what must be done and they show the individual how to do it. 


This screen campaign of spot messages can be 


sponsored nationally, sectionally, locally in communities and theatres selected by the sponsor. The release of one 
subject every other week, as part of each regular performance during the week, is guaranteed. Each film closes with 
your name and message in display and in sound. Low distribution rates cover the only cost. 


You can show how rationing affects 
of every man, woman an 


helpful ways. 


child in many 


\ 4 
D 


the lives 


SCREEN 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


122 East 42nd St. 


NEW YORK CITY 
Murrayhill 3-499! 


1032 Carondelet St. 


NEW ORLEANS, LA. 
Magnolia 4545 


AVP €. 


You can reveal how less for us means more 
for our fighting men, how rationing assures 
a fair share for all. 


15TH STREET. N. W. 


Rhodes-Haverty Bldg. 


ATLANTA, GA. 
Walnut 355! 


(qn 
a 


BRO 


WASHIN 


Distributed by 


UNITED FILM SERVICE, 


2449 Charlotte St. 


Harrison 5840 


Ask SCREEN BROADCASTS to show 
your War Advertising can reach and 
vast 


KANSAS CITY, MO. 


ou how 
old this 


new audience todav and tomorrow 


THE NATIONAL-NETWORK OF THEATRE COMMUNICATION '' 


a 


GTON, D.C. 


INC. 
333 N. Michigan Ave 


CHICAGO, ILL. 
Randolph 2248 
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22 
Noyes, 


Newspaper Publishers Association, | 
who declared that advertising “is | Declaring that advertisers are be- 
democracy | ginning to show some signs of a 
and all its operations,” and that the! sensible approach to public 


definitely tied in with 


great need of the moment 


president of the American | standing of the relation of indus- 


| trial progress to social gains.” 


rela- 
is to| tions, Mr. Noyes nevertheless criti- | 


“build up a more widespread under- | cized much current advertising, de- 


|claring that it is “not getting down 


500,000 


STOCK PHOTOS 


% 


WRITE FOR INFORMATION | 
ABOUT OUR CATALOGUE — 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 


CHICAGO 


to the grass roots and reaching all | 
the people that it should be reach- | 
ing, nor are advertisers giving 
proper consideration to the message | 
they are causing to be printed.” 


Advertises Missing Boat 


“In plain language,’ he said, 
| “most industrial leaders do not think 
of the problem, and those who at- 
tempt to do their thinking for them 
miss the boat.” If industry real- 
ized the job that needs doing, he} 
asserted, newspapers would be liter- 
ally swamped with orders for ad- 
vertising. 

Earl J. Gaines, Pittsburgh Press, 
discussed postwar planning in the 
retail field, and Stuart M. Cham- 
bers, St. Louis Post-Dispatch, led 
a discussion on space rationing 
methods, in the course of which 
results of a survey on this subject 
were disclosed, and it was reported 
that in general national advertising 
has not yet been rationed, or at 
least has fared relatively better than 
retail advertising. 

Reports of the group sessions held 
Tuesday morning revealed that a 
substantial number of newspapers 
have raised their rates or Are con- 


us 
ar 
« 


AT NEWSPAPER ADVERTISING EXECUTIVES SESSION 
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Earl J. Gaines, advertising director of the Pittsburgh Press, is shown speaking 


before the Newspaper Advertisin 


Executives Association at Chicago last week. 


Seated at the left is William Wallace, advertising manager of the Toronto Star 
and president of NAEA, and right, Henry W. Manz, advertising director of the 
Cincinnati Post. 


templating doing so, but that no 
uniform formula in this regard, nor 


with reference to the mechanics of 
space rationing, can be established. 

C. E. Phillips, Rockford News- 
papers, revealed that the NAEA ad- 
visory committee to the Bureau of 
Advertising has recommended that 
the work of the Bureau be consider- 
ably expanded and that its budget 
be greatly increased. He also re- 
ported that the “committee extra- 
ordinary” of the association, which 
has been showing a newspaper 


presentation to national advertisers, 
branch managers and others, now 
has members in 132 cities, and is 
working enthusiastically. 

As a result of a talk by Dr. 
Howard T. Hovde, consultant, Bur- 
eau of Foreign and Domestic Com- 
merce, Department of Commerce, 
explaining the department’s new 
plan for community public relations 
programs, the NAEA resolved to 
urge the Department of Commerce 


Worcester’s industrial payrolls——up 247 
percent in 1942 as compared with peace- 
time 1938 — chalked up another 30 per 
cent gain in the first six months of 1943. 


For the same half-year period, ‘43 compared 
with ‘42, Worcester’s 


weekly wage 
the number of 
14.9 per cent. 


Worcester 
of Commerce 


Figures 
Chamber 


A MUST MA 
in New England 


TELEGRAM-GA 


- WORCESTER MASSACHUSETTS | 


cies 
] i oe 


WORCESTER, 


average industrial 
jumped 10.2 per cent, and 
industrial employes advanced 


RKET 


Massachusetts 


Ba] | fs 


High income, density of population and ease of effective coverage 
combine to make this one of the nation’s great markets ——a MUST in 
New England. City Zone population 235,125. City and Retail Trading 
Zones 440,770. The Telegram-Gazette blankets this entire market. 
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Advertising Age, October | 


to produce a single coor 
compilation of all available ; 
ing data, broken down by c« 


The NAEA also adopted a a 
tion of thanks to the An... 
Association of Newspaper Re; .<o,, 
tatives for the splendid work . j¢. 
half of newspapers which thj up 


is doing. 


Admen in the 
Armed Forces 


Ruth Quimby, in charge . 
duction on the Procter & G 
account with Pedlar & Rya 
joined the Wacs. 
| Theodore Whittelsey Jr., 
| business-production departm: 
|N. W. Ayer & Son, Philadelph 
reported for service in the Army. 

Franklin 8. Speicher Jr., ad. o:; 
ing manager of M. E. Cunni: 
Company, Pittsburgh, is now 
man, second class, stationed 
Jacksonville, Fla. 

David A. Herman, former ac 
tising manager of Gimbel’s de; 
ment store in Milwaukee, has 
promoted to first lieutenant . 
Spokane air service command 


Walker, Callis Promoted 


Frederick Walker, formerly 
assistant general manager, has been 
appointed Pacific Coast genera! 
manager of the Federated Metals 
division of the American Smelting 
& Refining Company, San Francisco, 
to replace Jack Schwartz, resigned 
Aubrey M. Callis, operating man- 
ager of the company’s Pittsburgh 
plant, succeeds Mr. Walker 
assistant general manager. 


Fisher to J. M. Mathes 


Vernon Fisher, formerly with the 
production and sales department, 
Montrose & Clarke Company, has 
joined the production department 
of J. M. Mathes, New York. 


pro- 
nble 
has 


as 


Names N. Y. Agency 

Lafayette Radio Corporation, Chi- 
cago and Atlanta, has appointed 
Shappe-Wilkes Inc., New York, as 
its advertising agency. 


333 COUNTIES 


- JOHN J.GILLIN, JR. PRES. 
JOHN BLAIR & CO. REPRESENTATIVE 
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the Those Boards of Directors who are half-hearted when it comes to 
i authorizing advertising budgets, will do themselves and their 
rly ‘ 
neral companies a service by reading “Advertising and Its Rele in War 


— and Peace” printed and distributed by the 


., United States Department of Commerce 


nent 
4% * 


Pia &y ee » » ALL COMPANIES—SMALL, MEDIUM AND LARGE 
—HAVE A STORY TO TELL. SELDOM, IN FACT, HAS 
THERE BEEN SUCH A FUND OF MATERIAL , , 4 » » 


“» » » The viewpoint of the Department of Commerce toward tory repeats itself.’ It was the advertisers in World War I | 
advertising during these stirring days, and especially toward who emerged into that post-war period with waiting custom- 
industrial advertising is: We not only hope to see its volume ers. The coming post-war period will be no different. » » »” 
maintained .. . we believe that there are good reasons for an 
expansion of its volume. » » » » » » » » » >» >» >» > > » » » »” 

“» » » While contributing to the winning of the war, industrial 
advertising can aid a company to be more ready, and more cer- 
“» » » If you believe, as the Department of Commerce does, tain, to win a place for itself in the peace. .. . Cost-cutting in- 
that the Free Enterprise system is worth fighting for... then formation, news of new gadgets which increase production, 
you will agree .. . that advertising has a place in this world methods of speeding up production .. . any and all kinds of 
and should prepare to meet the challenge that lies ahead. » » » 21 information which will enable those who already own products 
to make more effective use of them and to make them last 
longer . . . such advertising will not only contribute to the 

The advertising of “ ... new products resulting from cutting winning of the war on the near-term basis but it will be of real 

off of materials and development of substitutes . . .”” is consid- value for the long-pull. » » » » » » » » » >» » » >» » » » » »” | 


ered essential advertising by the Treasury Department. » » » 


“» » » Advertisers can expect their advertising to contribute 


“» » » Some businesses are farsightedly taking their customers directly to the winning of the war through conveying informa- 
of tomorrow into their confidence. ... Those companies which tion to users of their products more swiftly and more cheaply 
are not in this class might well remember the old adage, ‘His- than by any other method. » » » » » » » » » >» > » >» » » »” 


mplimentary copy of “Advertising and Its 

in War and Peace” will be mailed to you 
mn request. Additional copies may be ob- 
ed at 20c each by writing to the Govern- 
t Printing Office, Washington, D. C. 


= x= 


DANIEL W. ASHLEY, VICE PRESIDENT IN CHARGE OF ADVERTISING 


E ONLY WEEKLY NEWSMAGAZINE DEVOTED ENTIRELY TO NEWS OF NATIONAL AFFAIRS 
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‘N. Y. News’ Sunday 
Edition Cut to 3,700,000 


To the Editor: The “Last Minute 
News Flashes” in your Oct. 11 issue 
states that the New York News will 
cut 300,000 from its Sunday circu- 
lation, bringing its Sunday figure 
to 2,700,000. The latter figure is 
1,000,000 off. A cut of 300,000 cir- 
culation will bring the present Sun- 
day circulation of more than 4,000,- 
000 to approximately 3,700,000. 

HOwaArpD W. Roper, 

The News, New York. 
[Editor's Note: We are extremely 
sorry for the typographical error 
which appeared in last week’s item, 
and are delighted to remind readers 
of the true size of the circulation of 
the New York Sunday News.] 

fe foe A 

Agency Copy Aids Drive 

To the Editor: Enclosed 
proofs of a newspaper advertise- 
ment which may interest you as 
something unusual in the advertis- 
ing agency field. 

Along with other agencies we 
have been contributing to a pool of 
advertising copy material, which 
regular advertisers have been asked 


are 


to use in their publication space for 
various phases of the war effort. | 
Like a doctor swallowing his own 
pills, Geare-Marston placed this} 
5-column x 200-line advertisement | 
in the Philadelphia Bulletin, Sept. 
20, as added impetus to the local 
drive of the 3rd War Loan. 

A call came this morning from a 
nationally-known soup company 
(not a client) for 25 proofs of the 
advertisement—to hang on bulletin | 
boards throughout the factory. 

Dee CARLTON BROWN, 

Vice-President, Geare-Marston, 

Inc., Philadelphia. 


Stars Design ‘Bond Ad | 


To the Editor: I thought ioe 
might be interested in the attached 
advertisement which we prepared 
and placed in the local newspapers 
to promote the sale of war bonds. | 

Its unique layout created quite a| 
bit of comment and we understand 


|ducer of consumers’ 
| I 


| courage 


eee eee eee eee ee 


oop 
as 


| bed press, 


| 


that many people started countins 
stars. There are actually 17,981 
Anyone who cares to use the ide: 
to promote the sale of war bond 
may feel perfectly free to do so 
R. F. HELLER, 
Beaumont, Helle: 
Reading, Pa 


Treasurer, 
Sperling, 


& 


v . ’ 
’ 
Lauds Bryant's Approach 
To the Editor: You may 
terested in seeing a copy of a lette 
I have sent Bryant Chuckin; 
Grinder Company, Springfield, Vt 


be in 


to 


to observe 
on Page 
11 Newsweek ls, 
finest advertising message 
have seen about the mean of th 
war. A great many people feel tha 
advertising has become ant 

that it an instrument for peopl 
with money and power to mis-edu 
cate readers Plenty of the stuf 
that is being spread on the pages of 
newspapers and magazines is dis- 
gusting to intelligent people and 
dangerous to those who are not dis- 
criminating in their appraisal of 
what they read 

I have in mind 


Permit me 
advertisement 
Oct 
the 


that you: 
39 of th 
in my opinion 


ng 


1-socl1a 


1s 


particularly the 


| stuff must know 


|ing which, 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


FAR SIGHTED 


also eliminate this kind 


= | FOXHOLE! 


J 
& 


{ 


The elimination of this kind of foxhole- 
in-the-wall in the battle -for freedom 
from want is the theme of this adver- 
tisement of Bryant Chucking Grinder 
Co., which wins praise from a reader. 


effusions of the Nash-Kelvinator 
Corporation and similar tripe which 
purports that the whole purpose 
and intent of the war is to keep 
everything exactly as it has been. 
Even the people who prepare this 
something about 
the inevitability of change. 

I find in your advertisement a 

manifestation of enlightened think- | 
if it were more widely 


| War 


diffused among industrialists, would 
guarantee that “private enterprise” 
would really be enterprise and not | 
resistence to necessary change. | 
Unless a majority of the industrial- | 
ists follow the idea that is inherent | 
in your advertisement, constantly | 
increasing government action will | 
be necessary to keep our economic | 
order operating. 

I wish that you were the pro-| 
goods so that} 
could myself il nem and en-| 
others to purchase the 
product of a company which reflects | 
such social intelligence. 

If you have the plate for this 
advertisement available so that re- | 
prints could be run off on a flat 
I would be pleased to 
receive 2,000 single-sheet copies for 
distribution to our officers and com- | 
mittee people throughout Ohio. I) 
would pay a reasonable cost for 
such a reprint, if it be possible. 

May I finally observe that your 
advertisement is dynamic, not only | 
in its message, but also in its art | 
and layout. I am myself a printer 
and worked in the advertising busi- | 
ness a number of years before I was 
elected to my present job. 

Tap F. SILvey, 

Secretary-Treasurer, Ohio CIO 

Council, Columbus. 


House Organ Furnishes 
Red Cross Window Theme 


To the Editor: Attached is a copy 
of our employe house magazine 
with a picture and an article you 
may find interesting. 

As far as we know, this is the 
first instance of a house magazine 
being used as the central theme of 
a window display by a major de- 
partment store. The display em- 
ploys three copies of the “Depictor”’ 
and an enlargement of the last two 
pages 

W. 

Edward Stern 

delphia. 

[Editor's 
New York, 
Red Cross issue 
“Within Your Power—the Gift of 
Life Itself,” for an effective window 
display appealing for blood donors. } 


Consolidated Does a Job 
for the Army 


To the Editor: Enclosed is a tab- 
loid newspaper which we have just 
completed, calling attention to the 
remarkable service performed in| 
hauling supplies for the thousands 
of men on Army maneuvers in the 
state of Oregon by one of our mem- 
bers, Consolidated Freightways. 

Although we're not sure, we be- 
lieve that this one of the first 
nstances where 
tion h 
our 
ance of 


D. MOLirTor, 
& Co., Phila- 


Note: 
used 


Lord & Taylor, 
the “Depictor’s” 
and its banner, 


is 


a private organiza- 
as had such close contact with 
armed forces in the perform- 
important 


such an job of 


supplying the men with food, mate- 
rial and weapons. 
GRANT GORDON, 
Director of Advertising and 
Sales, Freightways, Salt Lake 
City. a 


Adds Details on 


Green Bay Conservation 

To the Editor: The special atten- 
tion that Green Bay merchants re- 
ceived in your last issue because of 
their wholehearted cooperation with 
the federal government’s conserva- 
tion program was appreciated even 
though it was incomplete. 

It would have seemed more ap- 


| propriate in giving the reason for 


this lighting reduction to have 
stated that it was the effort of these 
merchants to cooperate with the 
Production Board and other 
government agencies’ requests for 
conservation in the use of electrical 
energy in order that there might 
be substantial savings in the na- 
tion’s manpower, transportation, 
coal and oil, equipment, critical 
materials such as copper, steel, 
tungsten and others. 

For your information I am send- 
ing to you copies of the official gov- 
ernment publications on this sub- 
ject as well as a newspaper adver- 


|| papers in our territory. 


tisement which we have published 
in all principal weekly and daily 
In addi- 
tion, every Association of Commerce 
or retail group in quite a number 
of the communities we serve in 
northern and northeastern Wiscon- 
sin have been contacted and the 
intent of the voluntary program 
and its specific objectives outlined 
to them. Green Bay merchants 
responded more promptly than 
those in other communities. 

If you will study the recommen- 
dations contained in the WPB re- 
port I am attaching to this letter 
you will see that the recommended 
burning hours for show window 
lighting, decorative and ornamental 
lighting, indoor and outdoor adver- 
tising lishtine. marquees and simi- 
lar ornamentation is an _ interval 
not exceeding two hours and only 
during the period from dusk unti 
10 p. m. 

In Green Bay the merchants de- 
cided that the most useful burning 


| 
| 
| few 


period was from 4 to 6 p. m. 

This program is nulanwite and | 
the need for the conservation = 
coal is in no sense a local one. 

a matter of fact, there are Seataie 
communities in the country 
who have more coal and oil avail- 
able than Green Bay because of its 
central location as a Great Lake: | 
port as well as its ideal railroad | 
facilities. 

| As a company, the Wisconsin 

|Public Service Corporation has 

more electric generating capacity 

and a wider margin of safety than | 


j oO | 
FT LLLLLLLLT 


Advertising Age, October } 


at any time in its history, \ 
emphasize strongly that th, 
eration that Green Bay my 
have made in this effort 
patriotic at the request of th 
eral government and not 


of any shortage of coal, el« City 
manpower or other materi tha: 
exist locally. a: 

You may wish to rey th 
entire conservation progr for 
your readers as it happens to j, 
an effort that is nationwide. | hat, 
to think that Green Bay is t)« op), 
community that has cooper me 
I know that appeals such as’ y. 
have made have been made by 4) 
business - managed utilities fro, 


coast to coast. 
DALE REMINGT.N 
Advertising Manager, Wi 


Oon- 
sin Public Service Corporation, 
Green Bay, Wis. 


 emenerecme 


READ BY ALMOST 
EVERY MEMBER OF CONGRESS 


(But Washington influence begins at home) 


Choose the 


Leader... 


Watervliet. 
Green Island 
Cohoes — 


Within the 3 


Troy, Watervliet, 


ferd, 


fense orders constantly flow to steel, precision instrument, 
and other industrial plants. 


textile 


Five big names doing ONE big job 
only ONE, daily medium exercising any influence on how 


you'll sell all FIVE. The 
sole dailies, 
t out of 5 in the City Zone 
trade area. 


This coverage, with its tremendous sales impact, is yours 


at only 12¢ per line. 


REC, 
aw %”, 


EC ORD - 
gg 1M 


“tis P; Pd 


THE TROY 


J.A.VIGER, Advertising Manager 


\4-mile radius of the 
are five big centers of war production welded into one 
Green Island, 
Sales activity in this compact market of more than 
115.000 consumers is continually 


Record Newspapers. 
are read by 9 out of 10 families in Troy. 
and thousands more 


ES RECORD 


A.B.C, Troy City Zone 
Cohees and Water- 
de- 


increasing as new 


with one, and 


Troy's 


in the 
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FIVE Big Names 
Doing ONE Big Job for Uncle Sam 
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lf | were p 


ies at the Officers’ Club last night some of us 
were talking about LIFE and the way it covers 


ar news. 


‘Most of us agreed that it was right on the nose 
simple and easy to understand, yet advanced 
\ough to interest a military man. 


“In fact, I don’t think it’s an exaggeration tosay 
iat lots of us who haven’t been abroad yet have 
arned more about front-line fighting from LIFE 
han from any other nonmilitary source. And LIFE 
overs the works—Europe, Asia, Africa, wherever 
he fighting’s taking place. 

“But there’s another big reason why I go for 
IFE. And that’s because it gives me a complete 
jicture of what’s going on at home—on the farms, 


in the big towns, in the White House, in the movies 
—well, the kind of America I’m coming back to 
some day. 

“Add to this the fact that I like a magazine with 
pictures and articles that hit square and hard, and 
you know why LIFE is just the kind of magazine 
I'd publish if I were in the business myself.” 


Vivid Style of Reporting 
Like all magazines, LIFE gets many reader letters. 
They come from Army majors, housewives, invalids, 
preachers, trolley-car conductors—about every kind 
of person you can think of. These people tell us what 
they like about LIFE, and what they don’t like. 


And here’s a point worth noting: though no two 
readers seem to agree in detail on their reasons for 


ublishing a magazine... 


reading LIFE, there is general agreement that they 
like LIFE’s vivid style of picture-and-text reporting. 
In their own words they tell us it makes mors under- 
standable every subject it covers. 

That more than likely is the principal reason why 
LIFE has the largest audience of any weekly mag- 


azine in America! 
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“By advertising to Wage Earners today we 
help assure America’s future...tomorrow”’ 


says Donald W. Douglas 


President and Chairman 
of the Board of Douglas Aircraft, Inc. 


‘Postwar Economy demands 
thorough Development of 
Wage Earner Markets’’ 

says C. Scott Fletcher, 


Field Director, Committee for 
Economic Development. 


‘“‘We must be thinking today of the 
Wage Earners of tomorrow .. .” 


says Jay C. Hormel, 


Member of the Board of Trustees of the 
Committee for Economic Development. 


UL does 
“COVETALE 


CONVINCING AS YOUR STORY MAY BE—IT CANNOT DO A THOROUGH JOB ON 


WAGE EARNERS UNLESS IT IS PLACED WHERE IT CAN GET ACROSS TO THEM! 


Right now you’ re battling to hold brand position in the face 
of shortages and rationing. At the same time you’re building 
for a post-war market bigger than your pre-war market. More 
than ever, therefore, doesn’t your ad campaign call for some- 
thing in addition to sheer “‘coverage’’? 


There is an intangible which will bolster the strongest, 
most compelling copy. 


A word for this intangible—is editorial influence. This 
influence comes about through a closeness between reader 
and editor. A singleness of vision. A downright understanding 
that breeds confidence—respect—that knows no column rule 
boundaries—but which extends, in a measure, across both 
editorial and advertising. 


And today in the gigantic Wage Earner market—the 
battleground where most brand leaderships will be determined 
—there is a medium which offers such influence. 


It is Macfadden Millions, whose readers include more Wage 
Earner family “‘purchasing agents’’ than read the magazines 
of any other publisher. Macfadden Millions gets across to— 
does something to—a huge proportion of all the families in 
this great market. Its readers for example are 24 out of every 


Rtas. 


Breakfast time for Mr. and Mrs. Wayne Avery of Detroit. Mr. 
Avery has a well-paying job as a mechanic with the Great Lakes 
Greyhound Bus Line. Mrs. Avery keeps an immaculate house, is a 
splendid mother to their 3 young sons, has been an ardent True 
Story reader for at least 7 years — says she wouldn’t miss an issue. 


100 families in the 97 markets which account for 65% of 
retail sales. 


For nearly twenty-five years—a quarter century—these 
millions of circulation have been doing—almost single- 
handedly, a service job in the Wage Earner market—erecting 
guide posts, marking detours, building safe roads to better, 
happier lives. 

Macfadden Millions has never preached. Its editors simply 
take true stories of happiness—of triumph over adversi- 
ties—anxiety—from some of its readers and pass them on 
to the rest. 


And a magazine which is a friend in helping to make a 
better life—a better American—a better customer—can’t help 
but have influence. 


No wonder that the limited amount of paper which can 
be used for new advertisers (after filling our obligations to 
our readers) has gone to some of the finest companies 
in America. 


For Wage Earner friendship—Wage Earner INFLUENCE 
—is the most important asset any business (your business) 
can have today and after Victory. 
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True Story 
INFLUENCING 1/2 THE WAGE EARNER M‘* 
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Macfadden and Pepsi-Cola Executives 


map strategy for building Pepsi-Cola sales 
among Wage Earners. Seated at a conference 
in Pepsi-Cola’s Long Island City plant are 
Walter S. Mack, Jr., president (center) Al- 
bert J. Goetz, advertising manager (right) 
bill Devitalis, Eastern representative for 
\\acfadden Women’s Group. 


“The Wage Earner market is the market 
'.at we are particularly interested in,”’ said 
‘ir. Mack. “In my opinion it must be the 
ckbone of any business. That’s one of the 
reasons why we use Macfadden magazines.”’ 


~~ 


our wage earner 


TELNALUBRNGK? 


THE MACFADDEN MILLIONS OFFERS YOU: 


1. 5,010,000 loyal, interested net paid families. 


2. Largest single slice of the powerful Wage 
Earner market. 


3. 16 out of every 100 U. S. families. 
4, 21 of every 100 urban families. 


5. 24 of every 100 families in the 97 markets 
accounting for 65% of retail sales. 


ry Ind Macfadden Women’s Group 


i. PAZ(NE READING FAMILIES OF AMERICA AT $8,550 PER PAGE 


6. Coverage comparable to radio. 
7. Coverage comparable to local newspapers. 


8. Coverage that follows city-by-city payroll ae 
shifts. a 
9. Brand and package identity. 
10. The friendship of millions of Wage Earner 


families where Macfadden publications 
have been welcome for more than 24 years. 


SINCE 1919 THE 
STRONGEST INFLUENCE 
ON WAGE EARNER 


AMERICA 
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Reliance Names Lewis 
Reliance Mfg. Company, Newark, 
N. J., has appointed Lewis Adver- 


tising Agency, Newark, to direct ad- | 


: vertising for Rowland Aero-Scoop 
: ventilator heads. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers .. . 
100,000 readers daily! 


* & THE  *& 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


Trim Retail Ads 
First, McKinney 
Advises Dailies 


(Picture on Page 63) 

Chicago, Oct. 12.—An urgent plea 
that newspaper representatives 
make a vigorous effort to prevent 
discriminatory action against na- 
tional advertising in any space 
}rationing plans which newspapers 
|may develop, was made at the 
annual meeting here Sunday of the 
American Association of Newspaper 
Representatives, by Ray H. McKin- 
ney, of J. P. McKinney & Son, New 
York. 

Mr. McKinney, retiring president 
of the national group, defended 
general advertising as the kind 
which should feel the pinch of 
space rationing last. If necessary, 
he said, retail advertising should be 
cut first because national copy bene- 
fits retailers—a view that found 
opposition from Col. Leroy W. 
Herron, advertising director, Wash- 
ington Star, guest at the meeting. 

National advertising, said Mr. 
McKinney, will help industry main- 
tain its place in the public mind 
and keep its trademarks before the 
consumer, paving the -way for 


vitally-important production in the|and has told 


postwar years when jobs must be}! 
provided for many not now engaged 
in manufacturing of civilian goods. 
Retail advertising, on the other | 


| hand, benefits a particular store or | 
| stores and is not universal in appli- 
| cation, he said. 


Herron Defends Retailers 


The question of space rationing 
was discussed recently, without 
reaching a decision, at a Rochester, 
N. Y., meeting of publishers, editors 
and business managers of the Gan- 
nett Newspapers, which Mr. Mc- 
Kinney represents. M. G. Sullivan, 
Gannett circulation director who is 
acting as assistant director of the 
WPB printing and publishing di- 
vision, was pessimistic over the 
newsprint outlook for next year, Mr. 
McKinney said. Newsprint supplies 
must be stretched to meet many 
vital needs, he pointed out, includ- 
ing the production of 30,000,000 Vic- 
tory boxes made of pulpwood and 
destined for use in floating supplies 
ashore to U. S. troops. 

Col. Herron, who related how the 
Washington Star had already cut 
the amount of advertising space 
available to retailers, said it is these 
advertisers, not the national con- 
cerns, who support newspapers with 
regularity, year after year. National 
copy isn’t aiding the retailer, he 
said, because it is largely institu- 
tional in character right now. 

The Star has limited its news 
content and classified advertising, 


space they can have on Wednesdays 
and Fridays, the biggest days, Col. 
Herron said. Not a line of national 
advertising has been omitted to 
date, he said. He added that retail- 
ers had reacted favorably to the 
10% cut, since it affected them all 
and maintained their competitive 
ranking in the market. 


New Presentation Ready 


Reporting on activities of the 
new business committee of New 
York since the association was 
formed last year, Mr. McKinney 
said it had completed 63 formal 
calls on agencies and advertisers, 
had prepared one over-all presen- 
tation and finished a new presenta- 
tion dealing particularly with costs. 
The latter, covering markets in 
Washington, Illinois, Pennsylvania 
and New York, comparing the 
actual cost of newspaper space with 
Magazines and radio, showed that 
it was “just no race,” he said, 
with newspapers demonstrating that 
“they have it over all other media 
in actual audience.” The presenta- 
tion also is being applied to the gro- 
cery trade, involving a special geo- 
graphic setup in Illinois. 

Heavy bookings were reported 
for the new presentation of the new 
business committee of Chicago, 
highlighting the importance of 
newspapers in wartime, including 
meetings here this week of the 
Newspaper Advertising Executives 
Association and Inland Daily Press 


retailers how much 


Association. 


SAYS GOOD 


MORNING 


that will “poof” along with Hitler. 


from the national linage figures printed here. 


T’S pretty generally known that The Enquirer reaches Cincin- 
nati’s solid, substantial people... the thinking, doing, earning 
families who make this one of America’s richest, most stable mar- 
kets. You can count on them reading this 100-year-old newspaper 


after the war, too—for Cincinnati is not a trailer camp, boom town 


Its large and varied industries supplying peacetime necessities to 


THE CINCINNATI ENQUIRER 


*,..and if you want to reach the 
rich Cincinnati market, this is the paper to use”’ 


Represented by Paul Block and Associates 


TO tTS READERS 


AND 


GOOD BUSINESS TO |! 


: on li 
the world are assurance of its postwar stability. And you can assure J Enquire, Pag x, 
—_ ted : Dai! ined; In 
a place for your product or service in the Greater Cincinnati market =|,” Frau ) %, a 
, ee ms wy , , “nday 2 
by using Cincinnati's most distinguished newspaper... The Enquirer. Aer Enquire, 258,245 as 
, , noon P Ne ‘ 
More and more national advertisers are doing so, as you can see we wae 215 
on Pope, . 121,164 08 
(Soy 17; . 
i “eMedia Rec ” 0 
ee rds) . 
THE SWING IS TO — 


TS ADVERTISERS 


Advertising Age, October 


William T. Cresmer, pre: 
| Williams, Lawrence & , 
|Company, who took over 
| president of the AANR, sg; 
| postwar objectives should | 
|assume an important plac; 
| thinking and planning. 
| 

Expansion Seen 

“New York and Chicago 
the limits of our influence,’ 
“The scope of our organizat 
activities should be enlarge 
clude the Detroit, San F 
and Los Angeles groups so | 
work will be truly national j 
way.” 

The members no longer ‘re « 
disunited assortment of spac g 
men,” he declared, and section; 
groups are no longer “clamorip 
for credit on geographical | Y 

He credited three devel 
with increasing respect fro 
lisher associates and added ; 
tion from advertisers and agencje 
the meeting of the AANR’s 
and advertiser relations con 
with similar committees of the 
A’s and ANA; the activities of the 
new business committees; and 
closer participation with news; 
organizations such as NAF/ 
publishers’ associations. 

Members who will conduct thy 
work of the agency and advertise; 
relations committee during th 
ensuing year are: (Chicago) John 
T. Fitzgerald, Reynolds-Fitzgeralqd 
chairman; Clarence Kuipers, Burke 
Kuipers & Mahoney; Henry C. Jann 
Noee, Rothenburg & Jann; and John 
E. Lutz; (New York) Herbert Ww 
Moloney, Paul Block & Associates 
Frank H. Meeker, Osborn, Scolar 
Meeker & Co.; George Katz, Th« 
Katz Agency; Herbert W. Beyea 
Rodney E. Boone Organization: and 
Mr. Cresmer, ex-officio. 

Reporting on current and projected 


vyitt 


activities of the committee, M: 
Moloney said it plans to preach that 
advertisers generallv have used 


newspapers inadequately and that 
to accomplish their postwar objec- 
| tives, adequate use of newspaper 
| will go a long way toward solving 
their problems. The committee’ 
| idea of adequacy, he added, is 1,000 
jlines a week with a 50-week fre- 
| quency, a total of 50,000 lines at 

cost of 10 cents per family per yea 
—or two-thirds the amount whic! 
he said is necessary to do the 
| Via radio. 
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BEING SPENT 

IN VIRGINIA NOW 
THAN EVER BEFORE 
*** AND IN VIRGINIA 
YOU REACH MORE 
PEOPLE AT LOW COST 
ON RICHMONDS 
NATIONALLY 
RECOGNIZED STATION 


EDWARD PETRY & CO 


Inc 
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time’ we’re saying 


“NEW, UNTRAINED, SALESPEOPLE NATURALLY 


KNOW NATIONALLY ADVERTISED BRANDS 


ittee’ 
s 1,000 
k fre- 


BEST AND CAN SELL THEM BEST!” 


Mavyse this phrase belongs in The New Yorker's 
‘“‘Infatuation with Sound of Own Words” department, but 
we think it’s a timely way of keeping faith with Journal 


advertisers ... and with the retailers upon whom they depend. 


*In every Ladies’ Home Journal advertisement in grocery and drug trade magazines during 1943. 


sr" *=™* JOURNAL 
LARGEST AUDITED MAGAZINE AUDIENCE IN THE WORLD 
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Ketcham to New York 


A. R. Ketcham Jr., who has been 
in the San Francisco office of Noee, 
Rothenburg & Jann, newspaper rep- 
resentative, for the past four years, 
has been transferred to. New York. 


Now an 


56 City 


IN POPULATION IN THE U.S." 


MOBILE 


200,000 
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THE MOBILE PRESS REGISTER 


MORNING EVENING SUNDAY 
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Nations! Representatives 


. THE JOHN BUDD COMPANY 


Drive Will Seek 
fo Divert Holiday 
Spending to Bonds 


Ad Council and 
Retailers’ Committee 
Aid Campaign 


Washington, D. C., Oct. 13.— 
Heavy promotion of the use of war 


Advertising Council and the Retail- 
ers War Campaign Committee in 
cooperation with government war 


effort to divert holiday spending 
into non-inflationary channels. 
According to a campaign book 
drawn up by OWI in conjunction 
with the War Savings division of 
the Treasury, and the WPB’s Of- 
fice of Civilian Requirements, the 
|drive will be continuous from Nov. 
11 until Dec. 24, during the peak 
period of department store sales. 
|Four special efforts involving heavy 
| retail advertising are scheduled for 
| Armistice Day, Nov. 11; Thanksgiv- 
|ing Day, Nov. 25; Pearl Harbor Day, 
|Dec. 7; and Dec. 21, “the shortest 
lday in the year, but still long 


bonds and stamps for Christmas | 
presents will be urged by the War) 


agencies next month in a special | 


enough to buy war bonds.” 

Government figures show that re- 
tail buying usually peaks in Novem- 
ber and December, with these two 
months accounting for nearly a 
fourth of annual department store 
sales. With $37,000,000,000 of new 
consumer purchasing power avail- 
able this year, and supplies of 
goods relatively short, officials fear 
that inventories will be seriously 
impaired if everyone buys all he can 
afford. 


Slogans Key Drive 


Copy suggestions advanced by 
OWI contemplate advertising cam- 
paigns in all media based on the 
|slogan, “The Present with a Future 
—War Bonds.” A _ second slogan, 
“Your Gift to Him,” is promoted for 
copy devoted to service men, while 
“The Best Gift of All” will be a 
special slogan for retail promotion. 
|. Officials are urging that copy dur- 
—_ the Christmas campaign take a 
strong positive appeal backed by 
'sound reason-why copy in terms 
|of the slogan and fundamental ob- 
|jectives of the campaign. Mention 
of the curtailment of merchandise 
\gifts should be introduced _inci- 
dentally, rather than made a prin- 
|cipal argument, OWI suggests. 
| Much of the copy, according to 
government plans, will stress the 
|idea that in giving war bonds, the 
‘buyer helps the war, helps keep 
|prices down, and finally, helps in- 
|sure a sound, stable postwar Amer- 
|ica for future Christmases. 


‘m growing dolla 
Smart Sales Managers Can Get 


OLLARS grow on the hoof 


today is a farmer’s profit tomorrow—rung up 
on some town or city cash register of urban Iowa 


a few days later. 


Millions of such pigs’ feet are trotting around fat 
Iowa farm lands. They carry a steadily increasing 
load of dollars for lowa families to spend quickly for 


things near their hearts’ desire . 


That yearly flood of urban purchasing power 
steadies the pulse of trade in thousands of solid 
towns, in scores of centers of industry in Hawkeye 
land. It's a great market today—and your best pros- 


. « just part of the 
biggest farm income that any state pours through 
urban outlets into the stream of national wealth. 


in Iowa. A pig _ pect of a steady 


rs 


market if peace comes tomorrow or 


two years from now. 


Within greater lowa is a concentrated market— 


R & T Iowa—that includes the cream of industry, 


productive land. 


agriculture, business and the professions. Its bounda- 
ries are printed pages, pages whose editors have 
earned the faith of lowa because they have kept faith’ 
with their readers. 


R & T Iowans are paying their debts, are socking 
money away in banks and bonds and rightly priced 


Come war or peace, the good black 


Iowa dirt, the richest on earth, will continue to spout 
wealth from fields or grow it on the hoof that R & T 
Iowa will spend for products that have won their favor. 


surest sales in R & T lowa.. . 


Wise sales managers check to make sure 
that they have a toehold on tomorrow's 
one 
\ of America’s 20 best urban markets. 


oI IOWA 


A STATE-WEIDE URBAN MARKET. 


BY A STA TE-READ PAPER 


BH Yweorster & 
< , 


« COVERED 
+ +THE BES MOINES 


ribune 


CULTIVATE 10WA TODAY... FOR CULTIVATING 10WA ALWAYS PAYS 


In describing war bonds as “the 
present with a future,’ however, 
advertisers are advised to avoid as- 
sociating them with any specific 
postwar merchandise. The conver- 
sion of large numbers of bonds into 
cash for merchandise immediately 
after the war might create an infla- 
tionary pressure more dangerous 
than any experienced to date, OWI 
warns. In addition, speculative il- 
lustrations of postwar goods may be 
misleading, it is said, since no one 
knows the exact nature of the 
goods that will be available then or 
when they will be available. 

Among the special appeals the 
government is suggesting is the idea 
that war bonds are the most 
thoughtful gift of all for Christmas, 
since they are a gift to our fighting 
men, a gift to the nation, a gift to 
the people of occupied Europe. 

Other copy suggestions explain 
that the purchase of war bonds as 
gifts is the best way of carrying out 
our personal responsibility to make 
Christmas gifts ones with a purpose. 
People should be reminded, OWI 
explains, that gifts this year should 
be given to meet actual needs, 
rather than chosen indiscriminately. 
The government also hopes that ad- 
vertisers will urge conversion of 
maturing Christmas savings funds 
into war bonds. 


Retailers Have Major Job 


A major portion of the war bond 
for Christmas campaign will be 
handled by retailers, particularly on 
the four special days. A special re- 
tailer’s promotion poster showing a 
typical family scene, with one mem- 
ber on furlough with a Christmas 
tree spotted only with bonds and 
stamps will be distributed. The 
Treasury is preparing 15 to 20 mil- 
lion Christmas envelopes to hold 
bonds or stamp albums, and an in- 
sert order blank for enclosure with 
November bills. 

Details of the retailer’s role in the 
campaign are outlined in the No- 
vember issue of the Retailers War 
Campaign Committee’s calendar. 
Retailers have been asked to place 
the official Treasury poster in all 
window and interior displays and to 
ti. a slogan, “A Stamp in Every 
Stocking,” with their children’s 
Christmas radio programs. With 
these local programs, “The Treas- 


ae x pha 


Advertising Age, October : 


ury Star Parade” will de... 
least two 15-minute progra 
during November and Dec: 
the campaign. Network sh 
spot announcements will 
used. In addition to merchangic;, 
and selling suggestions, the Re 
ers War Campaign Commi 


asked that war stamp cors; vo - 
stamp books be listed where) «, bo 
sible in Christmas catalogs regy. 


lar merchandise items and { 
cial efforts should be made jy 
radio and newspaper copy to sel] tj, 
war stamp idea to children. " 


Biow Appoints Three 

The Biow Company, New Yop; 
has appointed Lucille Webster ofjg, 
manager of the radio depa:tmer 
Before joining Biow, Miss Webgt, 
was business manager of the raq;, 
department of Ted Bates, Inc., No, 
York. Other appointments mag, 
are H. Malcolm Stuart, director 4; 
outdoor department, and Richard s 
Bean, space buyer. Mr. Stuart wa 
national representative for Unite, 
Advertising Corporation, and \y; 
Bean had been space buyer fo 
Ruthrauff & Ryan. 


West-Marquis Adds Two 


Parkhurst Company, Inglewood 
Cal., maker of Parlec Universal Jig 
has appointed West-Marquis, Lo: 
Angeles. A campaign in metal pub- 
lications is being used. Accurat 
Machine Products Company, Lo: 
Angeles, manufacturer of relies 
grinding fixtures, has appointed th, 
same agency to handle its adver- 
tising and public relations. 


I STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 4 


WHltehall 5355 


OHH DIC 


“Am J seeing dowlte |" 


of San Diego? 
There are sound, basic reasons 
why the future of San Diego has 
been classed by marketing an- 
alysts as the only A-1 city above 
375,000 population. May we 
supply you with them ? 


No brother, you don’t 
need glasses - San Diego 
has grown like this 
since you “looked” last! 


San Diego represents one popu- 
lation shift which deserves the 
serious attention of your Vicc- 
President-in-charge-of-snatching 
-a-moment - now -and - then -to- 


plan-ahead. 


Dollars spent NOW cultivatin: 
this big market will make 
receptive to YOU when yor 
plans are ready for release. 


GET LATEST FACTS from oi 
National Representatives 0 
write direct. 


Union-Tribune Publishing Co., San Diego, California 


REPRESENTED NATIONALLY 
New York « Chicago « Denver e Seattle 


BY WEST-HOLLIDAY CO., In 


« Portland « San Francisco e Los Ange 
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In order to maintain constant size and to avoid 
unbalanced editorial make-up, the publisher, 
cooperating with the advertiser, reserves the 


right to determine in which issue advertise- 


Here is something else you should know about the 


ments are to appear. Once determined, how- 
relic . : 
eet = forthcoming semi-monthly issues of AERO DIGEST. ever, the cycle will remain consistent through- a - 
aqaver 9 x 
(Effective January 1, 1944.) out the life of the contract. = 
oe ’ . : = . 
a a 7 Each issue (1st and 15th) will follow the same Thus we arrive at a PERFECTLY SIMPLE* and POSITIVE é = 
editorial formula, excepting improvements SOLUTION* of the problems of better balance, improved AD- % - 
J future developments may warrant. AERO DIGEST visibility, more thorough readership, and increased editorial ‘ 
F 4 and ‘Aviation Engineering’ w#//l not be pub- and advertising value 


lished as separate magazines. 


AERO DIGEST —with these changes in the interest of 
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A For the duration, an AERO DIGEST advertiser advertisers and readers — will further strengthen its coveted 
— may use only one issue each month. position as AMERICA’S PREMIER AERONAUTICAL MAGAZINE. 
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on 
Promotes Rantex Masks 


Holland-Rantos Company, New 
York, maker of baby products and 
physicians’ specialties, has launched 
a_campaign using small-space in 
eight women’s magazines and 1,200- 
line advertisements in the New 
York Times Magazine for its Rantex 
facial masks, a hospital item now 
packaged for home use. Kleppner 
Company, New York, handles the 
account. 


BURTON 
BROWNE 


 petitor with better advertising”’ 
CHICAGO « DEL. 3800 
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Sweets Company 
Broadens Drive 
for Tootsie V-M 


New York, Oct. 13.—Coincidental 
with the announcement of a power- 
ful advertising campaign scheduled 
to break early next month, Sweets 
Company of America, maker of 
Tootsie V-M, new vitamin-mineral 
milk fortifier which thus far has 
been released only to New England 
and New York state, this week 
appointed James J. Reilley Com- 
pany, Philadelphia, as its sales rep- 
resentative in that territory. 

Advertising support of the new 
product includes large-space news- 
paper advertisements run in close 
frequencies, a women’s participat- 
ing radio program and sponsorship 
of the Tootsie Rolls “Dick Tracy” 
program on the Blue Network. 

Southern Pennsylvania, south- 
eastern New Jersey and Wilming- 
ton, Del., make up the territory 
covered by the James J. Reilley 
organization, which has been in 
business for many years, handling 
widely known food accounts. Duane 


Jones Company handles the account. 


Advertising Age, October 15. 1943 4 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as or it appropriate to do so through 
e column, 


’ October 4. Most of us were shown in 
our youth how we could accumulate a 
competency through a lifetime of modest 
savings multiplied by compound interest. 
But I know a man who has demonstrated 
that the same procedure will produce a 
mental competency as well. For over thirty 
years he has steadily devoted the spare 
hours from a busy advertising life to pains- 
taking work and original research in the 
field of public health. Today he is prob- 
ably the outstanding layman in this field, 
and has enriched his own life while saving 
many others. And now he has retired 
from business with an inexhaustible fund 
in his intellectual bank. A salute to Bill 


Groom! 
+ 


October 5. An old friend says that I 
revealed my authorship of this Diary by 
recording here a story which I told him 
in 1927. But he promises he won’t tell. 
He would be more than human (which he 
isn’t!) if he doesn’t. When one reader in 
Canada recently speculated about my iden- 
tity in a letter to the editor, he received 
an anonymous post card from New York 
revealing it. If you want something widely 
circulated, whisper it. 

+ 


October 6. Today I can sympathize with 
Montgomery Ward’s report on what it has 
cost them to send back the mail orders for 
catalog goods which they couldn’t supply. 
A mail piece of mine which went out two 
weeks eo has already produced twice the 
number of expected orders, and the adver- 
tiser is hopping mad at me. We will have 
to revise our notions of a normal response 
while this goods vacuum holds. 


October 7. I think I may read as many 
magazines as any man living, but the one 
which I really savor is a publication with 
only 30,000 circulation. In it I absorb the 


advertising almost as part of the editorial 
content, and am, I feel sure, more re- 
sponsive to it there than elsewhere. Such 
publications invariably cost more per thou- 
sand than the extensive circulations, but I 
am not sure that the greater depth of their 
circulations does not make them worth it. 


October 8. In a recent issue Time spoke 
of the “bumbling” Business Advisory Coun- 
cil (of the Department of Commerce). An 
instructive example of how the epithet 
often makes color at the expense of ac- 
curacy. Among the “bumblings” of this 
little publicized Council are: (1) the pro- 
jection into the Washington scene of a 
score or more top flight business men, in- 
cluding Ed Stettinius, the new Under Sec- 
retary of State; Averell Harriman, the new 
Ambassador to Russia; and Will Clayton, 
Assistant Secretary of Commerce; and (2) 
the initial sponsoring of the postwar Com- 
mittee for Economic Development, includ- 
ing the furnishing of its chairman, Paul 
Hoffman—whom Time recently extolled. 


October 9. Busy all day in the warm 
October glow, getting my Golden Deliciaus 
apples off the trees. Made every picker 
wear white cotton gloves, and found the 
psychological effect of these greatly re- 
duced the number of culls due to careless- 
ness in handling. 

+. 


October 10. A friend in England writes 
me that it is now said there that of all the 
weeds those easiest to get rid of are a 
widow’s. All that is required is to say 
Wilt thou and they wilt. But behind this 
typical piece of English humor is a situa- 
tion that is no joke. Population students 
are predicting that the entire western 
world will find itself with a postwar sur- 
plus of women, with many significant social 
changes as a result. 


The NBC Music Library 


(more than 100 tons of tunes) 


—the largest working collec- 
tion in the world—is at the 
disposal of every local and 
spot WMAQ advertiser. 


This and all the other vast 
resources of NBC stand be- 
hind the production and 
broadcasting of your cam- 


paign when it is placed on 


N. Y. Club Starts 


New Season's 


Selling Course 


New York, Oct. 13.—The sales 
promotion clinic of the Advertising 
and Selling Course, sponsored by 
the Advertising Club of New York, 
this year will again be under the 
chairmanship of Horace H. Nahm, 
Hooven Letters, Inc. 

Among those who will serve as 
leaders at the various meetings are: 
Robert J. Ingram, assistant sales 
manager, Bristol-Myers Company, 
R. H. Bennett, associate advertising 
and merchandising manager, Gen- 
eral Foods Sales Company; Elsa 
Lang, promotion manager, New 
York Herald Tribune; Carl Reimers, 
president, Carl Reimers Company; 
H. M. Carroll, advertising manager, 
Hyatt Roller Bearing Division, Gen- 
eral Motors Sales Corporation; and 
Arthur W. Sullivan, sales promotion 
manager, Westinghouse’ Electric 
Supply Company. 

The copy clinic is under the direc- 
tion of Walter Lowen, and will be 
conducted this year by the follow- 
ing copy executives: Walter J. Weir, 
vice-president and copy director, 
Kenyon & Eckhardt; Howard New- 
ton, vice-president and copy direc- 


tor, J. M. Mathes; John B. Cunning- 
ham, vice-president and copy chief, 
Newell-Emmett Company; Alfred 
Eichler, copy executive, Ruthrauff 


& Ryan; S. H. Giellerup, vice-presi- H 
dent and general manager, Mar- Commercial to Become 


schalk & Pratt; Ophelia C.’ Fiore,| Gebhardt & Brockson 
associate copy director, Young & Commercial Advertising Agency, 
Rubicam; Walter O’Meara, vice-| Chicago, organized 21 years ago 
president and copy director, J.| will change its name to Gebhardt 
Walter Thompson Company; George| & Brockson, Inc., effective Nov. 1 
L. Miller, vice-president and copy| Additions have been made to the 
director, Doremus & Co. staff in order to broaden the 
The course opens at the Advertis-| agency’s service to include postwar 
ing Club, 23 Park Avenue, Oct. 18.| planning activities of its clients. 
The organization now includes 
E. A. Gebhardt, president, who has 
been with the agency since its be- 


E-W Organizes Coast ginning; W. I. Brockson, vice-presi- 
dent, a member of the staff for 1 


Industrial Department years; Lewis M. Williams, formerly 


Erwin, Wasey & Co. has organ-| with Williams & Cunnyngham ané 
ized an industrial department to|The Buchen Company; F. William 
serve clients in its Los Angeles, San| Plumer, industrial designer, for- 
Francisco and Seattle offices. The|merly of Floing-Plumer; Fred Liv- 
new department, with headquarters|ingston; Joseph Rawlings; ©O. § 
in Los Angeles, will be under the} Pearson; A. C. Anderson and H. C 
supervision of Roy F. Irvin. Blau. 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE . LOS ANGELES 


Paid Circ. Negro Pop. 


Chicago Defender (Chicago) .... . . 53,000 375,000 
Chicago Defender (National Edition). . . . 76,000 
Michigan Chronicle (Detroit) eee eo « ae 193,000 
Louisville Defender (Louisville) . .. . . 14,223 65,000 
Los Angeles Sentinel (Los Angeles) . . . . 12,000 100,000 
Los Angeles Sentinel (National) ..... 3,000 

160,275 755000 


Concentrated Negro Purchasing Power in Los Angeles over $83,724,878 Annually 


GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 
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UNWELCOME STRANGER 
7 2 A ...no static publishing formula, 


a 
Vat 
\ 
—— \ 
a. 
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« Newsweek has no “sacred cows” 


_ but a policy of continually / meeting public needs in today’s ever- 


Mes eee 


changing world. That’s why 4 ; ie: 
Newsweck’s history is one A i 
-of steady growth, highlighted by 
the addition of one new timely 
feature after another. First came 
signed opinions. Then The 
Periscope. With the advent 
of war, Newsweek inaugurated its 
War Tides feature. Then, when 
the Allies went on the 
offensive, Postwar 
. Horizons came into 
being. Meanwhile Newsweek recognition has soared. 


- Today, what better evidence could there be of Newsweek 


leadership than this: Circulation—up 74% in five short years. 


And this astonishing advance in advertising revenue among 


general magazines—from twenty-second to fifth place! 


AeWELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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36 
Thomas Names S&B 


Thomas Supply & Equipment 
Company, Ottawa, Canadian dis- 
tributor of Revlon, Zotos and Notox 
cosmetic products, has named Stan- 
field & Blaikie, Montreal; to direct 
its advertising. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion, 


The New Haven Register 


Complete Plans 
for New ‘Save 


Paper’ Drives 


Wrapping Paper 
Salvage, Container 
Re-Use Sought 


Washington, D. C., Oct. 13.—Re- 
newed efforts by government and 
industry conservation and salvage 
groups to save woodpulp and other 
materials used in wrapping and con- 
tainers were evidenced this week 
with completion of plans for a na- 
tionwide “Fight Paper Waste” cam- 
paign, and a separate drive to win 
industry acceptance for re-use of 
containers. 

The “Fight Paper Waste” cam- 
paign directed by OWI in coopera- 
tion with WPB, includes a double 
effort, the first phase aimed at cut- 
ting down use of wrapping paper, 
and the second, at salvaging paper 
that has already been used. 

With a goal of saving 250,000 tons 
| of paper a year, about 25% of the 
|nation’s wrapping paper needs, the 


raya Paper Waste” campaign will 


use all information channels to urge 


ae 2s : a ee 


consumers to take packages un- 
wrapped whenever possible and to 
use their own shopping containers 
when possible. The campaign is to 
start immediately, with a climax 
planned for December and January. 

At the same time, the WPB con- 
servation division will start a twin 
campaign renewing its paper salv- 
age efforts. The goal is to increase 
monthly waste paper collections by 
100,000 tons through the 16,000 local 
salvage committees. Power mills 
are supporting this drive locally 
with a $300,000 advertising cam- 
paign handled by Olian Advertising 
Company, St. Louis. 

An entirely different campaign, 
involving no contact with consum- 
ers, will be explained to industry 
next week when the WPB contain- 
ers division starts its container re- 
use program. Six meetings of in- 
dustry and trade press representa- 
tives have been scheduled starting 
Oct. 18 with WPB officials expected 
to present the program. 

The Oct. 18 meeting will be in 
New York, with Eldo F. Tomeska, 
director of the containers division, 
slated as the speaker. Mr. Tomeska 
will also appear at a Chicago meet- 
ing Oct. 22. Frank J. Haynes, con- 
sultant to the division, will appear 
in Boston Oct. 19; San Francisco 
Oct. 26; Dallas, Oct. 29 and Atlanta, 
Nov. 2. Arrangements for these 
meeting are in the hands of local 
WPB representatives. 

While the “Fight Paper Waste” 


campaign will be directed at con- 


sumers, on the ground that govern- 
ment regulations cannot save 
enough paper te meet essential war 
and civilian needs unless the public 
cooperates, the container re-use 
drive will break down into industry 
conducted campaigns, with each in- 
dustry organizing its own effort 
through trade press information and 
advertising. One of the stumbling 
blocks WPB anticipates in the drive 
is the problem of getting shippers 
to use containers bearing another 
firm’s trade name. One suggested 
solution for this problem is a memo- 
randum which the shipper might at- 
tach to the container stating that 
“We know you will accept our pa- 
triotic gesture in re-using this con- 
tainer.” The re-use campaign will 
involve all types of containers, in- 
cluding corrugated, glass, metal, and 
board. It will be most intense at 
the shipping level. 

Meanwhile, WPB continued to en- 
act additional orders designed to 
save pulpwood. Under L-317 adopted 
last week, fiber shipping containers 
may no longer be used for packing 
certain items including advertising 
displays, posters, catalogs and mag- 
azines, including house organs, as 
well as many other items. The or- 
der prohibits the manufacture of 
certain non-essential fiber contain- 
ers such as bottle and can carry- 
outs, counter boxes, display ship- 
pers, laundry boxes, and shells and 
retail gift boxes. 

In testifying before the Boren 


committee investigating the news- 
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In its first extensive promotion in 
ern markets, 


West. 
Swift & Co., Chicago, is 
using this full- “page ad in newspapers, 
- The same copy is appearing in southern 
markets and test copy is now being tried 
in Buffalo, Syracuse and Rochester. Spot 


radio and panel 


posters support the 
campaign. J. 


Walter Thompson Co. js 
the agency. 


print shortage, Mr. Tomeska warned 
last week that the paper container 
represents the last hope of many in- 


IN THIS SINGLE ATTACK FOURTEEN DIRECT HITS WERE MADE 


The FLYING ACES reader who’s wedded to this fighting 
plane is thinking of the day when the war is won and he'll settle 
down to a peacetime aviation job. 


That’s true of many FLYING ACES readers. Their letters 
from this country and the world over tell us they appreciate 
the inside aviation news we give them—about what’s going on 
everywhere now—where they’ll fit into the picture tomorrow 
when they’re back in “‘civvies.”’ 


They’ve done more than write us letters. They’ve bought the 
book in steadily increasing quantities year after year—a total of 


nearly 25,000,000 copies since we started back in ’28! 


OF THE 


And there’s still another good reason for topping your aviation 
list with this magazine: A.B.C. average, first 6 months of 
1943 — 161,068; publisher’s estimate, September issue — 
190,000; present rates based on— 125,000— GIVING YOU 
A BONUS OF 65,000! That means a circulation bonus of 
52% right now! 


FLYING 


THE MAGAZINE 


(New; 


AGES 


FLYING AGE 


P. S. Illustrations in this advertisement are from the November issue. 


dustries which have already been 
forced to give up glass or metal 
containers. “If a large segment of 
American industry cannot obtain 
paper containers,” he said, “their 
| products cannot be shipped.” Aware 
| that he faced an increasing demand 
|for paper and a questionable future 
|supply, Mr. Tomeska told the Boren 
|committee that his division had 
adopted conservation and standard- 
ization orders which have resulted 
in substantial savings in containers, 

He said that L-239 covering fold- 
ing and set-up boxes, particularly 
such items as containers for butter, 
cereal, scouring powder and dried 
fruits, had saved 200,000 tons of 
container board, about 10% of de- 
mand. Standardization of grocery 
and variety bags under L-261 had 
saved 167,000 tons of virgin kraft 
paper, he said; 30,000 tons of virgin 
kraft paper, about 10% of demand, 
was saved under L-279 regulating 
shipping sacks; another 200,000 
tons, or 5% of fiber board was saved 
by L-317 covering shipping contain- 
ers, 

During the same session, Arthur 
Wakeman, director of the WPB pulp 
and paper division, reported that his 
standardization and conservation or- 
ders had saved 59,000 tons of com- 
mercial printing paper; 25,000 tons 
of book paper; 57,000 tons of writing 
paper; and 30,000 tons of toilet 
paper. 


CBC Promotes Caplan 


Rupert Caplan, formerly 
producer at the Canadian Broad- 
casting Corporatien’s Montreal stu- 
dios, has been named supervisor of 
production of the CBC. Mr. Caplan 
will supervise production policies, 
training and work of producers, and 
CBC arrangements in connection 
with government war finance pro- 
grams. 


Aro Appoints Shulz 


William A. Shulz, formerly with 
Crerar-Adams & Co., Chicago, /as 
joined the Chicago sales division of 
the Aro Equipment Corpora’ on, 
Bryan, O. 
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‘41 Salary List 
Includes 10 Admen 
in $75,000 Group 


Washington, D. C., Oct. 13.— 
Names of 10 advertising executives 
were included in the list of Ameri- 
cans who earned more than $75,000 
for personal services during 1941, 
released by the Secretary of the 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Ill. 


Treasury today under the Revenue 
Act of 1939. 

As usual in lists of big money 
earners, the ranks were heavily 
laden with motion picture stars and 
industrialists. Publishing com- 
panies, both newspaper and maga- 
zine, and radio were sparsely rep- 
resented. 

Advertising people reporting more 
than $75,000 in 1941 included the 
three partners of Blackett-Sample- 
Hummert with E. F. Hummert mak- 
ing $101,591 in salary and commis- 
sion, and Hill Blackett and J. G. 
Sample reporting $100,000 each; 
Burnett W. Robbins of General Out- 
door Advertising, $75,150; Lee An- 
derson of Lee Anderson Advertising 
Company, $99,000 in salary and 
commission; A. L. Lee of D’Arcy 
Advertising, $148,450; William Esty, 
$100,000; Kerwin H. Fulton of Out- 
door Advertising Incorporated, $79,- 
545.92; while Young & Rubicam 
paid Chester J. LaRoche $89,000 
and Raymond Rubicam, $92,500. 

Among magazines, Reader’s Di- 
gest paid $84,500 to A. L. Cole, $84,- 
425 to Kenneth W. Payne, and $99,- 
500 to DeWitt Wallace; McCall’s 
paid $111,666.56 to W. B. Warner; 
Hearst Magazines, $112,499 to Rich- 
ard E. Berlin; Crowell-Collier Pub- 
lishing Company, $75,240 to Thomas 
H. Beck; and the Periodical Pub- 
lishers Service Bureau paid $96,345 
to H. G. Bull, $88,969 to O. L. Dy- 
mond, $102,464 to William Landry, 
and $109,985 to L. E. Ory. 

William S. Paley of CBS was paid 


$202,155, while Edward Klauber 
received $102,400. David Sarnoff 
received $100,240 from RCA. 

Among newspaper people, Victor 
Hanson received $102,000 from the 
Birmingham News; William Ran- 
dolph Hearst was paid $100,000 each 
by Hearst Consolidated Publications 
and Hearst Publications and Frank 
F. Barham was paid $80,000 by 
Hearst Publications. The Chicago 
Tribune Company paid $83,250 to 
C. M. Campbell, $107,821 to W. E. 
MacFarlane and $102,354 to L. H. 
Rose. Joseph Pulitzer was paid 
$239,781.62 by the Pulitzer Publish- 
ing Company, publisher of the St. 
Louis Post-Dispatch. 


Printers Elect Duffy 


Harry V. Duffy, managing di- 
rector of the printing division of 
the Chilton Company, Philadelphia, 
has been elected president of the 
Printers National Association. Other 
officers are: Harry O. Owen, Chi- 
cago; B. M. Carlisle, San Francisco, 
and W. G. Simpson, Louisville, vice- 
presidents, and Frank A. Young, 
New York, secretary-treasurer. 


McLain Adds Two 


McLain Organization, Philadel- 
phia, has been appointed to handle 
the advertising and public relations 
of H. S. Eckels & Company, manu- 
facturing chemist, and Eckels Col- 
lege, mortuary training school, both 
of Philadelphia. 
trade publications will be used. 


Direct mail and! 


Formfit Purchases 
New Plant, Will 
Expand Production 


Chicago, Oct. 12.—The Formfit 
Company, one of the nation’s lead- 
ing manufacturers of corsets and 
brassieres, has purchased the plant 
and equipment of the Aurora Corset 
Company, Aurora, Ill. The new 
subsidiary plant, which will relieve 
some of the production burdens of 
the Formfit factory in Chicago, was 
purchased as part of a broad plan 
in connection with postwar expan- 
sion. Walter H. Lowy, vice-presi- 
dent of Formfit, said that “contrary 
to the reactions of women during 
World War I, when women more or 
less repudiated the corset,” the 
women of World War II are de- 
manding corsets far in excess of 
the supply. 

“Government recognition of the 
corset by including such garments 
in the wardrobes of Wacs, Waves 
and Spars, and the recommendation 
of personnel directors that their 
women wear this type of garment 
to alleviate fatigue is believed to be 
the reason for this unprecedented 
demand,” he said: He added that 
reports from retail stores indicate 
that there has been a greater de- 
mand for small sizes than before 
the present war, indicating that the 
younger generation is extremely 
| “corset conscious.” 
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WEB R Proves it can be 
done...with ‘Club 1300° 


And how WFBR proved it! People stood in line 
at the Hippodrome Theatre in Baltimore—just as they 
do waiting for the doors to open on “Club 1300” at 
W FBR’s big modern studio. And that happens six 


days a week at WFBR! 


It proves that local people like a local show .. 
it’s good! And Baltimore has always been known as a 


tough town to “hit” in! 


It proves that W F BR knows how to build a local 


show that can stack up with a national show. 


It proves, too, that W FBR has a big, loyal, listen- 
ing audience. An audience that likes the station and 


likes its shows. 


And, it should prove to you, that W FBR is your 
station in Baltimore when you want to concentrate 
your radio efforts on the 6th largest city in the country! 


PBR un. 


NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


STATION 
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WEEK IN A GOOD NIGHTTIME SPOT, IS 
NOW AVAILABLE ON "CLUB 1300.” 


WRITE FOR DETAILS! Sits 


Advertising Age, October 18 "a: 


To tell Aurora people of the py;. 
chase, half-page advertisement: 


a 
being used in the Aurora p Ronny 
papers. Outlining the reason: {p, 


acquiring the Aurora organiz.‘; 
the copy invites their cooper stio, 
and offers immediate employ nen; 
opportunities to those who woy), 
like to become a part of the ney 
setup. Headlines of advertiser en; 
include such friendly statement, as. 
“We're Happy to Become Pat of 
Aurora,” “Hand in Hand with Ay. 
rora, Formfit Is Going Forward” 
“Come on Aurora! Let’s Work To. 
gether,” and “Formfit Brings Ney 
Opportunities to Aurora Peop!..” 

Buchanan & Co., Chicago, handles 
the account. 


Peabody Radio Awards 
Competition Opens 

John E. Drewry, dean of the 
Henry W. Grady School of Journal- 
ism, University of Georgia, which, 
with the cooperation of NAB, aa- 
ministers the George Foster Pea- 
body Radio Awards, has announced 
that Dec. 10 is the closing date fo, 
1943 entries or recommendations. 

All types of radio stations are 
eligible to compete for the awards, 
which are bestowed annually for 
outstanding news, drama, music. 
educational and children’s pro- 
grams. Entries may be submitted by 
individual stations, networks, radio 
editors or listeners. 


Johnston Joins Ross 


John LeRoy Johnston has re- 
signed as director of publicity and 
advertising, for Hunt Stromberg 
Productions, Hollywood, to join 
Frank Ross Productions as director 
of public relations. He will devote 
a year to the advertising and pub- 
licity campaign for the $3,000,000 
production of “The Robe,” which is 
scheduled for release by RKO late 
in 1944. 


Gets Diamond Account 


Pettingell & Fenton, New York, 
has been appointed advertising and 
public relations counsel by Harry 
Winston, Inc., New York, owner and 
cutter of the Jonkers and Vargas 
diamonds. Full pages in duotone 
are scheduled for Fortune, Harper's 
Bazaar, Town and Country and 
Vogue. 
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a(vertisers 
and their agents 


Who reads the women’s service magazines? 


How many readers has each of the four 
in total—Ladies’ Home Journal, McCall’s, 
Woman’s Home Companion, Good House- 
keeping? 


How many readers has each per copy? 


How are these audiences distributed—geo- 
graphically ... by city size... by age groups 
... by economic levels? 


What is the combined audience of any two 
of the four magazines .. . of any three... 
of all four? 


Report No. 2 of the Continuing 
Study of Women’s Magazine Audi- 
ences answers ALL these questions 
accurately. 


no ¥ 
op povsraetr! 
- co 


This study, by Elmo Roper, is proving a 
useful tool in the hands of those who are con- 
cerned with the authentic measurement of 
magazine readership. First: On the basis of readership of one 


The findings are reported in two ways: 


Good Housekeeping 


57 Street and 8th Avenue, New York City. 


A valuable new tool for 


item. This makes the information compar- 
able with Life’s Continuing Study and pro- 
vides equivalent information on eight great 
magazines, with a primary circulation alone 
of 25,000,000. 


Second: On the basis of readership of ten 
items. This—because it measures intensive 
readership—affords illuminating facts when 
studied in conjunction with the report on 
one-item readership. 


Yours for the asking 


If you have not received a copy of Report 
No. 2 in the Continuing Study of Women’s 
Magazine Audiences, we shall be glad to 
send you one. 


For we feel that this report can be most 
helpful to you in forming judgments and 
making decisions about the use of space in 
national magazines. That is why the study 
has been undertaken and sponsored by Good 
Housekeeping. 
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40 
DeAngelo Leaves M&P 


Carlo DeAngelo has resigned as 
radio director of Marschalk & Pratt, 
New York, to direct the Perry 
Mason mystery serial which starts 
on CBS for Procter -& Gamble 
through the Pedlar & Ryan agency. 
Mr. DeAngelo will direct the show 
on a free-lance basis, at the same 
time retaining his connection with 
Marschalk & Pratt in an advisory 
capacity on the Esso Reporter pro- 
gram. 


Appoint Garrison & Co. 


Industrial Abrasives, Inc., Chi- 
cago, manufacturer of metal abra- 
sive wheels, has appointed W. W. 
Garrison & Co. to handle its adver- 
tising. 


ON 
DiPMENT 


A HAIRE BUSINESS PAPER. 
1170 BROADWAY, NEW YORK 1, N.Y. 


Ad Ration Plans 
Ready to Use, 
Inlanders Say 


Retail Copy First 
to Be Cut; Few 
Refuse National 


(Picture on Page 63) 

Chicago, Oct. 14.—Although few 
have rationed advertising or refused 
national accounts to date, a sub- 
stantial number of members of the 
Inland Daily Press Association have 
rationing plans ready which they 
expect to use in the next few 
months, it was indicated yesterday 
at the midwestern newspaper 
group’s 59th annual fall meeting. 

Space rationing, rate trends and 
new ideas for getting advertising 
linage were discussed at a Wednes- 
day morning advertising round- 
table. W. A. Bailey, editor and 
manager of the Kansas City Kansan 
and an Inland director, who acted 
as chairman of the session, said he 
believed that newsprint costs and 
other expenses are likely to con- 
tinue rising, and that now is a good 
time to increase local Advertising 
rates. 

By a show of hands, 11 Inland 


SNAPPED BETWEEN INLAND SESSIONS 


In this foursome, at the Inland meeting last week, are (left to right): E. F. 
Binder, Allen-Klapp Co., newspaper representative; George J. Wise, Times-Mail, 
Bedford, Ind.; Robert E. Shaw, general manager, Telegraph Dixon, Ill.; and C. R. 


Marshall, treasurer, 


Cedar Rapids Gazette. 


members out of approximately 100 
in attendance at the session indi- 
cated that they had already boosted 
local rates. Only one publisher said 
he has rationed advertising up to 


now, while 10 are ready to put 
already-prepared rationing plans 
into effect when the newsprint 
shortage makes such a step un- 
avoidable. 


Advertising Age, October 18, i194. 


will be the first affected, he , 
and if national advertising js; ,,, 0 


established, regular accoun: ing, 
be given every consideration due gov 
them. Cor 

Retail advertising may clip, wal 
naturally under the impact « req 
dwindling consumer good: y, ‘se! 


Bailey maintained, adding that }, 
believed national and  cl:ssige, 


advertising will continue to .ajn r 
Farm Tabloids Help the 
Successful use of farm tabloiq fe OY 
was reported by two Inland mem. Th 
bers as one means of building |). ern 
age. C. J. Hunt, general manage, val 
News, Faribault, Minn., said }): ate 
paper had adopted this means nee 
spreading wartime news about gar. im ®! 
dening, canning, etc., and adding ¢, po! 
advertising revenue at the same the 
time. Lee P. Loomis, publisher fm “° 
Globe-Gazette, Mason City, I1., said nit 
his newspaper had built up farn, (2 
readership “and developed a lot of lat 


advertising we wouldn’t have hag . 
otherwise,” by publishing a farm 
tabloid once a month. 

How the Journal, Flint, Mich. 
published a 3rd War Loan drive 
edition with 3,800 inches of adver. 
tising space devoted almost entirely 
to bond appeals was related py 
E. R. Chapman, manager. Adver. 
tisers in the area paid for all! adver- 
tisements supplied by the Treasury 
and some of their own copy, too: 
and one line of every classified 
advertisement in the section men- 
tioned war bonds. 

Government-paid advertising, as 


Newsprint 


it takes more than 


As you know The Detroit News along 
with other metropolitan newspapers, is 
: facing a drastic newsprint shortage. 
I Equitable rationing requires much more 
. than a pair of shears. The News must 
meet the demands of the War Production 
Board and still give nearly half a million 
subscribers the kind of newspaper they 
have grown to expect—the kind of news- 
paper that 63% of the homes in Detroit 
rely on for war information and help in 
their daily lives. That is the problem 
The News has had to face; you probably 
have had similar problems in your busi- 


ness. 
To live within our newsprint quota, 
: scores of paper conservation suggestions 


were adopted. Still advertising space re- 
quests were far in excess of available 
newsprint. The rationing measures 
adopted were, therefore, carefully devised 
to eliminate nothing that would make 
this newspaper less helpful to the com- 
munity and to give the advertiser ade- 
quate representation in the city which is 
Democracy’s greatest arsenal, although 
not always in the space desired. 


700,000 Lines of Advertising As a R 


A. B. C. Week-day Circulation, 392,148 


Dan A. Carroll, 110 E. 42nd Street, New York 17 


Rationing..... 


a pair of shears 


The gracious and willing co-operation 
of our advertisers is a matter of great 
satisfaction. The News takes this means 
to express its appreciation. Occasionally 
a service man on furlough from the front 
has charged that the home folks were too 
grossly concerned with their daily affairs 
to be aware of the demand of the war 
effort. The Detroit News has not found 
it so. 

The universal willingness of advertisers 
to give up product or institutional adver- 
tising space, rightfully theirs, so that the 
War Bond Message of a competitor might 
appear or to trim schedules made months 
before to enable The News to meet the 
space requirements of a patriotic cam- 
paign are examples of the real American 
spirit. 

This is the spirit which carries on de- 
spite the strain of worrying over sons 
at the front and despite the many hard- 
ships involved in attempting to maintain 
a going concern—so that when peace 
comes the boys may have intact the kind 
of country and the kind of job to which 
they wish to return. 


During August and September The Detroit News Omitted 


esult of Its Rationing Measures 


The Detroit News 


THE HOME NEWSPAPER 


Sunday Circulation, 479,474 


Largest A.B.C. Recognized Home Delivered Newspaper Circulation in the U. S. 


Advertising Representatives 


J. E. Lutz, Tribune Tower, Chicago 11 


penn 6 -* the ae bill, 
’ would nothing more than a sub- 
AB Use Lackios’ Ad sidy, William A. Thomson, directo: 
Three Inland members said they 
have refused national advertising, 
but ae turned —— the inau- aE 
gural Lucky Strike advertisement : ommerce == 
earlier this month because it was|=- @yic 9 Sournal of € —<— 
“too large.’ The campaign, first | 2=———.——s= == = 
heavy newspaper promotion of 
Luckies since 1938, got under way 
Oct. 5. <A third of the group indi- 
cated they were offering less serv- 
ice in connection with national 
advertising, while only one pub- 
lisher said he had increased service. 
Harry R. LePoidevin, secretary- 
treasurer, Journal-Times, Racine, 
Wis., pointed out that no formula 
has gained general approval for use 
when it becomes necessary for non- 
metropolitan dailies to ration adver- 
tising. Retail accounts probably 
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First Choice 
of management men 
for business news in the 


nation's greatest industrial 
the Central West 


areaq.-+-. 


For New York POST readers, the | a a ee ge 
incisive scalpel work of Johannes \ ae 
Steel, noted writer — lecturer — Seton, 
commentator, is a constant delight. ee 
He knows Europe, Asia and South se 
America first hand. 


AT'S 
i> WLIBERALISH 


Furnishing readers with first-hand interpre*e- 
‘ tions upon which they can found so ind 
opinions is basic with a great liberal news 
paper like the New York POST. It breeds 
reader loyalty—to every line__to every pog¢ 
—to every issue. 


— 
sue 


CHATS cevrsoelt sane - 
FANATUCNSIN \GAINS PAINS)” 


This loyalty of readers reflects itself in an Le - 

intense loyalty to the New York POST's 

advertisers. See the POST's growth in department store and retail advertisir 
your Media Records for PROOF that advertisers are getting RESULTS. 


‘PUT IT TO 
PeWwORK 


ED KENNELLY @ NATIONAL ADVERTISING MANAG*® 
We Employ No National Representat':° 


Get this reader loyalty working for yu" 
products. CASH-REGISTER results for ° 
asking. Write, wire, or ‘phone: 
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¢ the ANPA Bureau of Advertis-,icle-Telegram, Elyria, O., and re- 
ing, told the group. He said no tiring Inland president, was named 
overnment department has asked chairman of the board of directors. 
Congress for funds to advertise| He attended Monday’s meeting of 
war-v tal campaigns, but that the pete 8 7 oy eg 
cf y J ”. y e 
yequest RAS Come Seen erets Wace of his brother, Col. Dean Hudnutt, 
Army commandant at Yale Univer- 
Believes It Too Late sity. 


elf ‘nterests” are involved. 


Ashed whether he would approve 
the Bankhead measure if it took in 


ernm nt should have recognized the 
value of advertising and appropri- 


needs. “If government departments 
ask for money, and it’s kept free of 
politics, I don’t see any harm in 


Elect New Board 


New members 
medi: other than newspapers, Mr./| elected for three-year terms, are: 
Thom-on said he believes the gov-|John Redmond, 
lisher, 


Tribune, 


editor and pub- 

Republican, 
Joe M. Bunting, g 
ted ‘unds commensurate with its| manager, Pantagraph, Bloomington, 
Ill.; and Franklin D. Schurz, vice- 
South Bend, 


eB 
fee 


Ind. John L. Meyer and William 
F. Canfield were reelected secre- 
tary-treasurer and deputy secre-| 
tary-treasurer. 

Mr. Schurz, who also was elected 
secretary of the board, reported 
yesterday that Inland’s membership | 
had reached an all-time high—311 | 
members who publish 324 news- 
papers in the Midwest. Election of 
the following newspapers to mem- 
bership was announced: St. Louis 
Globe-Democrat; Press, Montrose, 


Daily Promotes Two 


Col.; Chronicle-Herald, Macon, Mo.; | York, has been appointed to handle 
Journal, Devil’s Lake, N. D.; Des|all advertising of Saccone, Speed & | OUT OF 
Moines Register-Tribune; Advocate | 


and American Tribune, Newark, O.: 


Register, Portage, Wis.; and World| ent, advertising activities will be| BRRRWN Tete Marketing « Advertising + Research 
‘confined to New York state. 


and Telephone, Bloomington, Ind. 


41 
Blatt Joins Waters 


Richard L. Waterhouse, of the Bernard Blatt has joined Norman 
advertising staff, has been promoted | D. Waters & Associates, New York, 
to the post of advertising director|as general manager. Mr. Blatt was 
of the Standard-Times, New Bed-| formerly with the Willard B. Gol- 
ford, Mass., succeeding Nicholas J.| ovin Company and the Research In- 
Mahoney Jr., who has been ap- | stitute of America. 
pointed business manager. 


"ARE YOU SELLING THEM EFFECTIVELY? 


Places Wine Account 


- 
You should have expert counsel 
Wortman, Barton & Goold, New 


on how to reach the growing 
$7 Billion Negro Market. Consult— 


> 
Jenney, Inc., New York, importer EVERY 10 DAVID J. SULLIVAN 
of wines and spirits. For the pres- AMERICANS Negro Market Organization 


$45 Fifth Avenue + New York, N.Y. 


that, he said. “From such a step 
would come more substantial recog- 
nition of the validity of advertising. 
But I still think it’s a little too 


He said the $30,000,000 asked in 
the Bankhead bill for newspaper 
advertising would be only a small 
step in meeting the government’s 
advertising and promotion needs— 
and that private advertisers have 
spent an estimated $300,000,000 to 
date, in all media, supporting the 


The Office of Price Administra- 

tion has successfully arrested living 
costs, scoring decreases each month 
between June and September of 
this year, Prentiss M. Brown, 
OPA administrator, told the final 
luncheon sesssion of the group 
Wednesday noon. 


Praises Publishers 


“No one could contribute as much 
to unity on the home front as can 
those who run the newspapers of 
the United States,” he said. “On 
the whole, a good job has been done 
under difficult circumstances, and I 
ym in favor of giving the people the 
widest possible knowledge of the 
war situation, both at the front and 
it home. 

L. Mitchell White, publisher, 
Ledger, Mexico, Mo., who is hospi- 
talized at Portland, Ore., following 
a major operation, was elected 
president of Inland for 1944, as well 
as vice-chairman of its board of 
jirectors. Don Anderson, publisher, | 
Wisconsin State Journal, Madison, | 
was named vice-president. 

A. C. Hudnutt, publisher, Chron- | 


2nd Edition | 
now ready 


FREE!! 


to Ad Executives 


WE CATCHERS 


i, = at ‘ et 
; 


18 pages of 


EYE*CATCHERS 
to meet all phases 
of war time | 
promotions. | 


_FREE!! 


“AIL THIS TODAY | 


HERS, INC 
Street, New York 16 
s FREE Proof-Books and War 


pplement as per ad in Advertis | 
e assume no obligations 
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and “THE BIG 3” reaches ] OUT OF EVERY 2 


of these Families! In 1-2-3- or 4 colors at preferential group rates! 


Facts prove that the Pacific Coast is an ALL-TIME “A- 
Schedule” market. Big today, not only because of 
war material, but because of the flourishing, new 
large-scale industries such as aluminum, magnesium 
and steel. Big tomorrow, because these industries 
are here to stay and there will be a big conver- 
sion of war plants to the manufacture of civilian 
merchandise. That means the rapidly expanding 
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population is here to stay, too. Start now cultivat- 


ing this rich market . . . through the Pacific Coast's 
“A-Schedule” media, “The Big 3”. . . the combined 
Sunday circulations of 3 outstanding Coast news- 


papers blanketing their entire wide-flung area. Get 
its success record. When folks pay 15 cents for a 
newspaper... it gets an intensive type of readership. 
And so does your advertisement. 


For full details on Pacific Coast Markets, call 


RODNEY E. BOONE ORGANIZATION 


THE BIG THREE 


Pacific Coast Coverage 
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Ferres Adds Account 


Yale & Towne Mfg. Company, St. 
Catherines, Ont., has appointed 
Ferres Advertising Service, To- 
ronto, to handle its account. 


“My husband's in the hospital— 
WFDF Flint Michigan told me to 
give those iron steps to the salv- 
age bureau.” 


Emerson Radio 
Head Predicts Big 


Postwar Market 


New York, Oct. 13.— Predicting 
that advances in the radio-elec- 
tronics field will stimulate sales 
after the war, with additional out- 
lets probably resulting from tech- 
nical improvements in television 
and frequency modulation, Ben- 
jamin Abrams, president of Emer- 
son Radio & Phonograph Corpora- 
tion, this week said that September 
shipments broke all records in the 
history of the company, now en- 
gaged exclusively in the production 
of radio-electronic equipment for 
the Army and Navy. 

Shipments last month were more 
than ten times shipments for July, 
1942, the first month in which the 
company’s entire output was taken 
by the armed services, he said. 
Commercial production by Emer- 
son was halted in June, 1942, at 
which time the firm had turned out 
612,000 radio sets for the year, or 
at an annual rate of 1,400,000, com- 
pared with 1,165.000 sets in the 
record year of 1941. 


Although current output is en- 
tirely in war products, the company 
does not expect to have a major 
conversion problem with the return 
of peace, nor a substantial delay in 
resuming the production of civilian 
sets, according to Mr. Abrams. 

At the same time, he disclosed 
that Ferdinand Eberstadt of F. 
Eberstadt & Co., New York, and 
Richard C. Hunt of Chadbourne, 
Hunt, Jaeckel & Brown, New York, 
have been elected directors of 
Emerson. Charles Robbins, peace- 
time sales manager of Emerson, was 
named a vice-president. 


‘Star’ Elects Lawrence 


B. F. Lawrence, general manager 
and vice-president of the Star Pub- 
lishing Company, has been elected 
president of the company and editor 
and publisher of its papers, the 
Indianapolis Star and the Muncie 
Star, succeeding John C. Shaffer, 
owner and publisher who died Oct. 
5. Judge Walter Brewer of Chi- 
cago, attorney for the papers, has 
been elected vice-president and 
secretary of the publishing com- 
pany and assistant editor and pub- 
lisher of the newspapers. 


Rumford Pictures 


Queer Creatures 
in Fall Ad Series 


Boston, Oct. 12.—Blooses, dro- 
diles, nonchels, smuppies and other 
startling animals grace the current 
advertisements for Rumford Bak- 
ing Powder, cashing in on the great- 
est era for coining words in history. 
Such fantastic creatures, straight 
from the pen of copywriters with 
H. B. Humphrey Company, Boston, 
invite the reader to play a game of 
riddles in copy of less than a dozen 
lines. 

Typical of the series, called the 
“Bloose” campaign, is the adver- 
tisement entitled “What Is a Jib- 
bit?” picturing a quivering rabbit 
on black-and-white copy. “A JIt- 
ery raBBIT; or one who buys only 
the best and is afraid something 
will happen to her baking. She in- 
sists on Rumford baking powder 
because it contains no alum, leaves 
no bitter taste, insures baking suc- 
cess,” explains the remaining copy. 

Advertisements are appearing in 
500 newspapers over the country, in 
four-inch single-column and three- 


suy WGBI_ 


Buy WGBI and you get America’s 19th Metropolitan 


Market . . . 629,581 prosperous SCRANTON— WILKES-BARRE spend- 


ers! For the latest proof just take a look at Hooper’s Scranton Listen- 


ing Index. He gives WGBI a big send-off with a morning rating of 


60.6 and that’s the low! In the evening the rating is 64.9... AND IN 
THE AFTERNOON IT’S A WHOPPING 73.0. 


But we know 127 advertisers who were way ahead of Hooper. 


For four years or more they’ve been selling this big industrial market 


consistently and profitably on WGBI. And plenty of others, who came 


along later, have stayed. Like most national spot advertisers they know 


it pays to RELY on WGBI. Ask your John Blair man. 


(Figures from Hooper Station Listening Index —Oct. 1942 thru Feb. 1943) 


SCRANTON 


CBS AFFILIATE 


910 KC 


1000 WATTS DAY 
500 WATTS NIGHT 


WG 


FRANK MEGARGEE, President 


PENNSYLVANIA 


BLAIR 
Nationa! Representatives 
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Advertising Age, October 11 j94 
BREX OPENERS 
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These are two of a series of | 20-ling 
newspaper advertisements scheduled 4, 
break in Toronto later this month fo, 
Maple Leaf Milling Co.'s Brex ney 
wheat germ cereal. Cockfield, Brown 4 
Co., Toronto, is in charge of the account, 


oo 


inch double-column sizes. Thirteen 
different advertisements are jp. 
cluded in the series. 

Frank S. Christian is the Rum- 
ford account executive with H. B 
Humphrey. 


Weatherhead Increases 


Institutional Schedule 

The Weatherhead Company 
Cleveland, user of business papers 
exclusively until last August, when 
a 1,500-line institutional advertise. 
ment headed, “A Medal for Nancy, 
launched a newspaper series (AA 
Aug. 9), has released an additional 
schedule to 13 metropolitan news- 
papers in areas not covered in the 
original setup. In addition, adver- 
tisements will appear in November 
and December in 12 national maga- 
zines and industrial publications. 

Maxon, Inc., New York, is the 
agency. 


Joins Noyes & Sproul 
Noyes & Sproul, New York, spe- 
cialist in ethical medical advertis- 
ing, has appointed Justus J. Schif- 
feres, for 10 years managing edito: 
of Modern Medicine, as copywriter 


division of information of WPB ir 
Washington, D. C. 


Mr. Schifferes was recently with the 
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Before the war Hawaii’s sources of income ranked (1) sugar, (2) pineapples, 
(3) tourists. Today, WAR is first! The last time you came to Hawaii you 
bought leis from these women. Today, men down in the Solomons are pro- 
tected by this camouflage their busy fingers entwine. . . . 


As the nation toughened to total war, HAWAII, Pacific arsenal, became the 
concentration of untold thousands of service men, war workers, government 
employes . . . men and women avid for news, intelligent newspaper readers, 
experienced buyers. Mainland advertisers will profit by recognizing Hawaii's 
boom market—a market that this newspaper covers thoroughly. 


® Honolulu Star-Bulletin 


Mainland Representatives ... O'Mara & Ormsbee, Inc. 
New York . Chicago . San Francisco . Los Angeles 


THE NEWS, So, FIRST IN CIRCULATION, So, FIRST IN ADVERTISING 
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sdvertising Age, October 18, 1943 


Atlantic Refining 
Launches Series of 
Institutional Ads 


phil delphia, Oct. 12.—To inform 
syne puvlic of the role of the petrol- 
ym dustry in the war and the 
eason for scarcity of petroleum 
-odu's for civilian use, Atlantic 
Refining Company, maker of At- 
antic White Flash and Atlantic 
notor oil, has inaugurated an insti- 
wytion. | campaign in 80 newspapers 


» the territory along the Eastern 


eaboad in which the company op- 
erates, and a group of six farm 
| rs 

ve paper insertions alternate 
etwecn 60 and 80 inches, with 60- 
ach copy scheduled for farm pub- 
catic First advertisements of 
the series appeared in newspapers 
jyringe the weeks of Oct. 5 and 11, 


« be (ollowed by a weekly inser- 


‘ion for a period of 13 weeks, while 
‘he October, November, December 
nd January issues of the farm 
papers are being used. 

The first insertion, illustrated by 
ficial Army photographs, and set- 
ting the theme of the series, fea- 
res a picture of a group of bomb- 


ers flying through cloud formations, 
aptioned “The Gasoline You Didn’t 
Get Is Six Miles Above Berlin.” 
The second, “Attu Filling Station,” 
jepicts a fueling operation at an 
Army cache of gasoline drums in 
the wilds of the Aleutians. 

This campaign is in addition to 
the fall series of football broad- 
asts by Atlantic, now on the air for 
the eighth consecutive season, in 
which college, professional and high 
‘+hool games are being aired over 
§9 eastern and southern stations. 
N. W. Ayer & Son, Philadelphia, | 
is handling both campaigns. 


Radio Spots Added 
to Waste Paper Drive 

The campaign sponsored by the 
Conservation Committee of the 
Waste Paper Consuming Industries, 
riginally restricted to 40 major 
ities, has been expanded to include 
spot announcements on more than 
100 radio stations east of the 
Rockies. 

Two series of transcriptions are 
being used: one, employing Sonovox 
sound effects, designed to appeal to 
hildren, and the other, featuring 
well known radio voices, directed at 
nousewives, 

The account is handled by Olian 
Advertising Company, St. Louis. 


Exhibits War Posters 

An exhibition of war posters of 
the United Nations, employing car- 
icature, cartoon, and magazine illus- 
tration techniques, photography, 
ypography only, and combinations 
{ these devices are being shown at 
Art Center Chicago through Nov. 4. 


————— aa 
It’s | 
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OCTOBER CANADIAN MAGAZINE LINAGE Heads OWI News Bureau | Abrams Joins KIRO 
r———1943 1942—_—__ io; 
Panes yee "Wien apne. Charles L. Allen, who has been W. J. Abrams has joined the sales 
*Canadian Home Journal.............. 51.5 35,027 41.7 28,372| Serving as acting chief for several | staff of KIRO, Seattle. 
br Homes & Gardens ........... a ; +5 _ Apt weeks, has been appointed chief of 
atelaine ses . ee 2,687 38.5 6 6 | : 
> mg ; ~ yao, | the OWI news bureau, succeeding 
*2Liberty ... 33.7 14,438 31.1 13,329 - Ri . | 
*Maclean’s . - ER 46,482 47.7 92,415 George H. Lyon, now deputy direc- PES 
M ww Anal isc e radi see elke v1 oouevie' se neue 49.2 33,152 | tor of the domestic branch in charge ( . 
Nationa OMe MONMtBlY «....2+.cee- ve os ou 6,040 29 19,876 +13 » , to 
cNew World metals * 947 56.803 ~f- igoog | Of Military news. Mr. Allen is on 
Siiek Geen Py Agr — ‘ataay | leave from his post as assistant | THE MAGAZINE 
Display, including poultry and livestock in Canadian Farm Papers , dean and director of research of the 
*Canadian Countryman ..............sse0ee0s 27.0 18,934 24.3 17,032 | Medill school of journalism, North- MOST WANTED 
*Country Guide, The........ vevdwenteensa’ eee 19,555 23.4 16,840 | western University | 
**Family Herald & Weekly Star: ; . 
Eastern Edition ............-. 40.3 40,748 31.8 32,110 — NESS 
Western Edition .......... 35.7 36,020 27.1 27,345 Le St km A s ted BY HEADS OF BUSI 
2Farm and Ranch Review..................-- 16.2 11,697 13,7 9,829 e-toc an Appoin 
2Farmer'’s Advocate & Home Magazine... . 36.8 25,776 39.1 20,374 Standard Varnish Works Staten 
*Farmer's Magazine ..........0.++... 30.4 21,299 26.0 18,190 ‘ a | hoose the 
*2Free Press Prairie Farmer............. -- 36.2 39,568 30.2 33,941 Island, N. E Y., manufacturer of c 
*@Wesatern Producer ............--00-eeseeee: 19.6 21,022 15.3 16,372 | paints, varnishes and industrial fin- | Leader 
EE TUNED 108% 32 eh sty bins exceuds -vesar ee 68.4 234,619 220.9 192,033 | ishes, has appointed Lee-Stockman, | shal 


*Figures received from publisher. 
+Figures not included in totals. 
1October figures not received as yet. 
“September figures. 


New York, to handle its advertising. | 
Rufus B. Burnham, vice-president 


of the agency, is the account exe * 


‘Five issues, 1943, four issues, 1942. tive. 
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THE COMPANY e « « New cars, new refrigerators, new clothes, new 


foods, new drugs and every kind of accessory and necessity for the home and 
family. That’s the company that is on its way to today’s new South to win the 
billions of dollars of new wealth that is part and parcel of today’s new South! 


ad THE CREAM... Billions of dollars of new wealth pouring forth 
v ov from myriads of new industries throughout the Southland and from millions of 
co we wd acres of rich farmlands—that’s the cream that is waiting for products that go out 
“ e* ve io now to win today’s new South! 
\) 
as a nnre o Ode THE WELL... Good will, acceptance and friendship that will spell 
m gos o yet woo ¢ sales, both immediately and post-war, are the well that will hold the cream of 
Fs HEE Hd eM Lo we 2 xe today’s new South for you if you hit the market now and hit it hard with Hol- 
we te Nee ee Kal pe Spay lg shears dar 
yo * oo ai Og BE ao | A som ort we land’s—the magazine of today’s new South. Holland’s Magazine reaches into the 
we te we et gt <e® gos, friendly heart of more than one-half million of the Southland’s “best family” 
“oo ‘wo be <* © ne ayo ar Om ig: homes—homes that have money to spend and that are ready to put the cream in 
# OF 5 oye ne : “is ast 2 oe the well for you. 
? ve oot se oh og 
0 ta tg eo TODAY’S NEW SOUTH Leads America 
“ie ae ” po Latest Federal Reserve bulletin shows department store sales in Holland’s South 
we ave wet averaging from 18 per cent to 26 per cent higher than the average for the United 
‘ et Ss oS: States. The latest chain store sales reports show Holland’s South leading all other 


sections in increased sales by up to 30 per cent. 


HOLLAND'S Leads in Todays NEW SOUTH 


@ In the South there is 48 per cent more 
reader interest in your ad in Holland’s 
than in leading national magazines.* 


© 72 per cent of Holland’s readers own 
their own homes. 


© 78 per cent of Holland's readers live in 
single family dwellings. 


@® Holland’s Magazine is devoted to 
Southern homes and more than one- 
half million Southern families are de- 


voted to Holland's. 


Test Today‘s 
New South 
with Holland‘s 


© 88 per cent of Holland's families have 
children. 


© 78 per cent of the entire family in the new 
South read Holland's. (4.2 readers per copy.) 


*In proportion to circulation, according to L. M. Clark Reader Interest Survey, 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 


75 EAST WACKER DRIVE, CHICACO 
205 CLOBE-DEMOCRAT BUILDING, ST. LOUIS 
West Coast Representatives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


GARFIELD BUILDING, LOS ANCELES 


DALLAS 
TEXAS 
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Taco Names Agency 
Michel - Cather, New York, has 

been named to handle the account 

of Taco Heaters, Inc., New York. 


A 
Wonderful 
Opportunity 


FOR TWO 
EXCEPTIONALLY ABLE 
YOUNG MEN 


One of America's Leading 
Magazines Now Planning Large 
International Expansion Needs 
Two Junior Executives. 


Positions are permanent .. . 
and the end-of-the-war will 
bring unusual and rapid ex- 
pansion of opportunity and 
responsibility. 


Men with the following qualifica- 
tions are probably best suited to 
fill these positions: 


1. Some Ability to Write: 


Writing promotion material, such 
as letters, advertisements, and cir- 
culars is a part of the job. Some 
ability to write for publication, 
and ability to judge the writing 
of others is desirable. 


2. Some Sales Ability: 


A good personality and ability to 
get along with other people is 
necessary. The positions are man- 
agement positions involving sell- 
ing and relationship with people 
in and out of our own organi- 
zation. 


3. A Knowledge of French or 
Languages Other Than Eng- 
lish Is Desirable: 


As this work is concerned with 
magazines to be published in 
other languages it is obvious that 
language ability, and any special 
interest or experience in business 
abroad, including travel or spe- 
cial study, will be helpful. 


Men with energy, ambition, and great 
enthusiasm for the big new develop- 
ments to come in America and abroad 
after the war will be most excited by 
this opportunity. 

Men with the best background for 
these positions will have had a college 
education plus some business experi- 
ence along the lines described. 

Men between 26 and 40 are probably 
of the right age. 

Exciting present and future opportun- 
ities in an expanding organization and 
an adequate salary are available for the 
right men. 

Men now successful in editorial or 
promotion jobs with magazines or news- 
papers probably have the right training 
and ability. Other men probably quali- 
fied are now in- advertising agencies or | 
in the advertising and sales departments 
of large companies, or men with experi- 
ence in promoting sales of American 
products abroad. 

If you feel that you can successfully | 
fill one of these positions write fully, | 
telling us of your interest, education, 
business experience and salary ex-| 
pected. Include a photograph of your: | 
self. 

If you do not fill ALL of the above | 
qualifications, and yet feel that you! 
have special training or talents that | 
would make you valuable to us as one | 

| 


of these junior executives don't hesitate 
te reply. 

The information in all letters will be | 
kept confidential and prompt considera- 


tion will be given to all who apply. 
J 
] 


We hope to be able to employ at least 
two men at the earliest possible date. 
Address Box 4368, Advertising Age, 330 
W. 42nd St. New York City. 


REM A RO IT | 
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Eureka Promises 
Finer Products 
When War Ends 


Detroit, Oct. 12.—Reporting that 
the company’s national advertising 
has been devoted largely to empha- 
sizing the role of women in the war, 
and that its trade advertising has 
promised dealers and distributors 
“even finer Eureka products as a 
result of our expanded facilities 
and experience in the manufacture 
of precision war products,’ H. W. 
Burritt, president, Eureka Vacuum 
Cleaner Company, gave stockhold- 
ers a detailed summary of the com- 
pany’s financial and physical aspects 
in his annual report for the fiscal 
year ended July 31, 1943. 

The company recently launched a 
new series of institutional adver- 
tisements highlighting the role of 
women in war work, using full 
pages in black and white beginning 
with August issues of McCall’s, The 
Saturday Evening Post, and in busi- 
ness publications, through Geyer, 
Cornell & Newell (AA, Aug. 16). 

Despite the company’s complete 
conversion to wartime manufacture 


of essential military commodities, 
satisfactory 
cleaners im the hands of the public 
has been maintained through deal- 
ers, distributors and _ factory 
branches, said Mr. Burritt. 

Looking ahead to the postwar era, 
he revealed that plans have been 
made to get back into the manufac- 
ture of peacetime products as 
quickly as government regulations 
permit. 

After providing $170,000 for taxes, 
net profit for the fiscal year ended 
July 31, 1943, totaled $444,496, 
equivalent to $1.91 per share. This 
compares with a net profit of $421,- 
842, later reduced to $376,842 by 
renegotiation, for the preceding 
fiscal year. 

Sales of $7,211,828 for the 1943 
fiscal year compare with $3,847,312, 
which was the largest peacetime 
volume year in the _ preceding 
decade, Mr. Burritt reported. 

R. H. Macy & Co.—For the fiscal 
year ended July 31, 1943, net earn- 
ings $3,546,776; for preceding fiscal 
year, $3,052,294. 

Montgomery Ward — For eight 
months ended Sept. 30, 1943, net 
earnings $404,065,801; for like 1942 
period, $403,423,423. 


servicing of Eureka|ended July 31, 1943, net earnings 


Universal Pictures—For 39 weeks 


$2,771,338; for like 1942 period, 
$1,873,443. 

Vick Chemical—For the fiscal 
year ended June 30, 1943, net earn- 
ings $2,264,889; for the preceding 
fiscal year, $2,211,430. 

F. W. Woolworth — For nine 
months ended Sept. 30, 1943, net 
earnings $301,659,410; for like 1942 
period, $17,533,748. 


Night Workers Get News 


At the suggestion of personnel 
directors of major war plants in 
the Salt Lake City area, Station 
KDYL has begun a news broadcast 
aired nightly at 11 p. m., which will 
be piped through public address 
systems of the plants. 


Lawson Joins Walsh 


Ralph Lawson, formerly with 
Consolidated Press, Toronto, has 
joined the creative department of 
Walsh Advertising Company, To- 
ronto. 


Partain Joins Curtis 


research department of the 
Publishing Company, Philad phi: 
assigned to research for ( . 


Gentleman. Before joining =a 
he was in the war finance d ision, 
Treasury Department, and | it 
that was assistant state adm stra. 
tor of Oklahoma in charge o/ info. 


mation, education and publi 
tions in the _ Soil 
Service, Department of Agric ture 


EF 
Me 
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Lloyd E. Partain has join 4 the 


Conse: \ atiop 


THE INDUSTRY'S 


ONLY 
AL MERCHANDISING 


NATION 


A HAIRE BUSINESS PAPER 
1170 BROADWAY, NEW YORK 1, N.Y. 


PROGRESSIVE FARMER 


COUNTRY 
GENTLEMAN 


AGRICULTURIST 


ALL WHOLESALERS 


241 REPLIES ae 


SOUTHERN 
AGRICULTURISY CouNnTRy 
GENTLEMAN 


PERCENTAGES OF PREFERENCE BY VARIOUS TRADES 
FARM MAGAZINE AUTOMOTIVE) HARDWARE | DRUG | GROCERY 
Dealers | Dealers | Jobers | Retailers | Wholesalers| Retailers | Wholesalers 
Progressive Farmer 47.6% 53.9% | 55.6% 46.5% 65.5% 61.4% 712.5% 
Country Gentleman 214% 19.0% | 18.5% 24.5% 17.3% 13.8% 15.3% 
Southern Agriculturist 15.1% 15.5% | 18.5% 13.9% 13.8% 14.1% 9.9% 
Farm Journal 7.6% 44% 5.0% 4.71% — 4.1% 0.8% 
Capper’s Farmer 6.0% 5.8% 1.2% 71.7% 3.4% 44% 0.8% 
Successful Farming 2.3% 1.4% 1.2% 2.71% — 1.6% 0.7% 
* 
HE Service Bureau of the International Business ‘ ° 
Machines Corporation recently completed a survey . 
of the 14 Southern states, in which 29,566 Retailers and + . ; 
1,834 Wholesalers were asked this question: ‘ * 
- . 
“Which one of the following farm magazines has the greatest influ- : ° 


ence os on advertising medium in your trade territory?” 


(Please check only one) 


Capper’s Farmer 
Country Gentleman 
Farm Journal 
Progressive Farmer 
Southern Agriculturist 
Successful Farming 


4,352 Retailers and 241 Wholesalers replied. Here are 


their preferences: 


@ Retailers 
i Wholesalers 


For an accurate geographical distribution of the replies, 
see the map at right above. For more complete informa- 
tion on this and other surveys, see your Progressive 
Farmer representative. He has convincing proof that Jn 
the South, The Progressive Farmer is the Farm Magazine 


Retailers Wholesalers 

Progressive Farmer.. 2,335 159 
Country Gentleman... 824 40 
Southern Agriculturist . . 625 32 
Capper's Farmer . . __ 251 3 
Farm Journal . 2. . ti; 231 5 
Successful Farming . 86 2 

TOTAL 4,352 241 


For a breakdown of the percentages of preference by 
various trades, see the table under the pie charts above. 


than ever before in history! 


with the Greatest Editorial and Advertising Influence! And 
remember, the Rural South is more prosperous today 
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tising Age, October 18, 1943 
Coast Agency 


, Chaney, formerly director 


en’s advertising at Stix, Baer 


yr, St. Louis, has joined the 
aff of Hillman-Shane-Breyer, 
igeles. Marian Squire, for- 
in the copy and planning 
nent of Kenyon & Eckhardt, 
‘ork, has joined the radio 
nent; Irwin Solomon has 
ppointed account executive; 


dq Ted Glass has joined the art 


f the agency. 


25 successful 
508 years under the 


pen of Merle Thorpe 


N. J. Town Solves 
Problem of 
Salvaging Paper 


New York, Oct. 12.—Surmounting 
the difficulties of sorting and col- 
lecting waste paper, which have so 
often hampered the success of 
paper salvage drives, the small 
town of Tenafly, N. J., has turned 
over 11 tons of paper to mills since 
Aug. 20, correctly graded and 
bundled, setting a pattern for a suc- 
cessful campaign which may well 
be the start of new life for salvage 
drives over the nation. 

Conceived by Charles Fifer of 
Newton Falls Paper Company, who 
believed that even a town of 8,000 
population, like Tenafly, could make 
a sizable contribution of waste 
paper, the plan worked out by the 
local salvage committee was simple 
enough. 

A centrally -located store was 
designated as a collection depot 
where contributions would be ac- 
cepted. To overcome the all-impor- 
tant sorting problem, bins were 
labeled with the names of maga- 
zines, classified according to grade 


of paper, while newspapers, corru- 
gated paper and other grades were 
assigned to separate bins. Thus, 
each contribution was sorted as it 
was turned in. 

The magazines and papers were 
packaged in 50-pound bundles by 
volunteer workers and were regu- 
larly picked up by the Great East- 
ern Packaging and Paper Corpora- 
tion. 

“A good paper dealer is a great 
asset to the drive,’ Mr. Fifer said. 
“Since the paper was already prop- 
erly sorted, there was no difficulty 
in finding a company which would 
accept it, and the sorted paper also 
brought a better price for the sal- 
vage committee.” 

After its initial success, Boy 
Scouts in Tenafly joined in the 
drive to keep up public enthusiasm 
for the project, collecting paper in 
each quarter of the town once a 
month. 

So successful has the Tenafly 
drive been that the neighboring city 
of Englewood is considering adop- 
tion of a similar plan, and there 
are indications that other small 
towns in northern New Jersey will 
soon follow suit. 

But the drive has not slackened 
in Tenafly—20 tons a month is the 


present goal and the campaign is 
no short-run affair—it’s scheduled 
to last for the duration. 


LeGear Medicine Starts 
Radio Campaign 

Dr. L. D. LeGear Medicine Com- 
pany, St. Louis, manufacturer of 
livestock, poultry and dog reme- 
dies, has launched a radio campaign 
over more than 100 key farm sta- 
tions east of the Rockies. Ten and 
15-minute programs of music, enter- 
tainment and farm news are sched- 
uled. 

The campaign also includes one 
minute transcribed announcements 
three to seven times weekly over 
more than 80 additional stations. 
Simmonds & Simmonds, Chicago, is 
the agency. 


Excello Launches Drive 


A campaign featuring the theme, 
“Your form in fabric,” and empha- 
sizing the individual design and 
construction of Excello shirts, has 
been launched in newspapers of 25 
cities, with the local Excello re- 
tailer in each city identified in the 
copy. Alfred J. Silberstein Inc., 
New York, is the agency. 


he South Subscrib 


This map shows the exact geographical location 
county by county, of the 4,352 Retailers and the 
241 Wholesalers replying to the questionnaire 
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Long-timers on KSTP—that’s 
most of our advertisers—will tell 
you what a resultful selling job 
KSTP does in the rich Twin 
Cities market. Now we're going 
to give you even more. Farmers 
are worth cultivating these days 
—especially Minnesota farmers, 
whose 1943 income is up 4 
over last year’s record-breaking 
figure! KSTP has the kind of pro- 
grams Minnesota farmers want, 
and has the power to bring them 
% in clearly. What's more, KSTP 
carries on steady, large-scale 
promotion to build a still larger 
farm audience. 


Here’s what we're doing: 


] Big ads in The Farmer 
(Minnesota farm circula- 
tion 147,000). 


@ Full-page ads in Land-O’- 
Lakes News, reaching 
65,000 Minnesota farmers. 


3 Audience-building ads in 
344 rural newspapers. 
1,600,000 readers. 


4 Personal appearances of 
KSTP’s Barn Dance group 
in Minnesota towns. 


5 “On the Minnesota Farm 
Front”, (column by Harry 
Aspleaf, KSTP’s Farm Serv- 
ice Director) carried week- 
ly by 74 country papers. 

6 ‘“‘Around Radio Row’’ 
(radio news-and-gossip 
column) published weekly 


by 70 country papers. 
ORT | eee 


This aggressive promotion is 
an extra value you get—a PLUS 
—when you choose KSTP to 
sell the Minnesota market. 


AGERE SL ek 


50,000 WATTS... 


clear channel exclusive NBC 


ars. | 


afhliate for the Twin Cities 


Represented nationally by 
Edward Petry & Co. 
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48 
Butler Buys Weeklies 


Harry Butler, formerly general 
manager of the Times, San Mateo, 
Cal., has bought the W. G. Weaver 
group of California weekly news- 
papers composed of the San An- 
selmo Herald, Larkspur-Corte Ma- 
dera News, Fairfax Gazette and 
West Marin Star. Bernice Freeman 
has been appointed managing edi- 
tor of the papers. 


“It’s just that my advertising on 
WFDF Flint Michigan has always 
brought me good luck.” 


‘Scarce’ Copy 
Appears in New 
Camel Advertising 


New York, Oct. 12.—Long rum- 
ored, often denied, cigaret shortages 
are appearing on the horizon. First 
national advertising by a major 
cigaret company to use “scarce” 
copy broke this week in newspapers 
throughout the country for R. J. 
Reynolds Tobacco Company, telling 
cigaret-smoking civilians the rea- 
sons why dealers are occasionally 
out of Camel cigarets. 

According to Wm. Esty & Co., 
agency for the account, commercials 
on all Camel shows, heard on NBC 
and CBS, have been slanted to the 
same theme for the past month, 
but this is the first publication ad- 
vertising to tell of the tightening 
cigaret situation. 

Copy is headed “If your dealer is 
occasionally out of Camel cigarets 
‘ ” and tells readers it’s because 
hundreds of millions of Camel 
cigarets are now being sent to men 
in the service. In addition to the 
government’s own purchases for our 
fighting men, veterans’ organiza- 
tions, fraternal orders, clubs, friends 
and relatives everywhere are send- 


ing them Camels, says the adver- 
tisement. 

Copy further adds that Camel’s 
production has been pushed to new 
peaks, but overwhelming demand of 
the armed forces and unprecedented 
civilian consumption is greatly ex- 
ceeding output, as is the case with 
all other cigaret manufacturers. 

Some time ago rationing of to- 
bacco products, especially cigarets, 
was declared a distinct probability 
by both government and industry 
spokesmen who pointed out that 
shortages of glycerin used in the 
processing of tobacco was becom- 
ing acute (AA, Feb. 1). The ration- 
ing factor was further stressed 
when it was said that a dwindling 
supply of cigarets and other tobacco 
products was almost certain to de- 
velop due to the program limiting 
civilian production. 

However, the shortage of glycerin 
did not materially affect output of 
cigarets when manufacturers 
adopted other moistening agents as 
substitutes. The crux of the im- 
pending shortage lies in the record- 
breaking demands of the military 
and civilian alike. In this connec- 
tion, recently published reports 
pointed out that manufacturers are 
dipping heavily into reserve stocks 
of tobacco to supply the demands, 
with the prediction that by 1944 
some sort of rationing of cigarets 
will have to be instituted. 

The current Camel advertising is 
the first indication that smokers 
may soon discover they are unable 
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_ SERVICE MEN FIRST IS TOBACCO STORY 
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"If your dealer is occasionally 
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IMPORTANT ANNOUNCEMEN” 
to LA PALINA Smokers 
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A similar explanation serves the purpose of both Camel cigarets and La Paling ets, 
cigars in these newspaper advertisements which tell the public to be patient jn or | 
case dealers are out of stocks. “Millions are being sent to service men,” says s 
Camel; and La Palina: "We are temporarily sending our entire output to boys try 
overseas.” lea 

car 

to find their favorite brand on deal-| tary demands and production head- a 
ers’ shelves, or that dealers will| aches created problems in filling sag 
shortly limit sales to customers|orders of distributors and dealers. me 
based on their own apportioned age 
stocks of cigarets. Cigar manufac-| CHESTERFIELD LAUNCHES ass 


turers instituted a rigid code of fair 
distribution months ago, when mili- 


RIVETS ON ICE... sure—MARS have 


brought chilling cold to the status of a major 
industrial tool, just as heat has been in the 
past. It freezes rivets, shrinks bushings, 
sleeves so they slide unscored into war prod- 
ucts, expand to perfect fit. It ages gages, 
cools lubricants... 


METALS 
ALLOYS 


of the Metal Industries 


o 
REINHOLD PUBLISHING CORPORATION 


330 W. 42nd Street, New York 


GODS OF WAR _— 
.«. AND PEACE! 


SECOND CHILDHOOD... for nigh speed steel! 


Vanishing stockpiles of tungsten, molybde- 
num, cobalt, chromium, vanadium —rare 
metals that give this steel its fight—prompted 
MARS to develop many conservation meas- 
ures, among them, chromium plating that 
renews their armor... 


LOOK BEHIND 
THE CURTAIN OF WAR 
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Yes, MARS—METALS and ALLOYS 
Readers—are steering the compli- 
cated technology of war today, just 
as they will that of peace tomorrow! 
Materials—processes—conservation 
—these practical engineers are in 
the forefront of every major change 
... Solving problems. Certainly one 
group in industry you want to keep 
posted on your products, for now 
and for tomorrow... 


CUSTOM-TAILORED +++ Vital parts now pop 


out of stamping or pressing machines, die or 
permanent mold casting machines, in com- 
plicated shapes that used to require hours, 
machining off wasted metal. Thank MARS 
for leading design, equipment, and technique 
of these war-shorteners. 


VA 


ro you glimpse MARS’ next 


assignments—to stand in the 
forefront during the problem- 
solving of reconversion—to en- 


ses of peace. Keep your story 
before them! 
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FALL CAMPAIGN cal 
New York, Oct. 13.— Liggett 4 a 
Myers Tobacco Company this week 


touched off its fall campaign of Wi 
Chesterfield newspaper advertising A 
in dailies from coast to coast, em- Ay 
phasizing the basic idea that “They lic 
Satisfy” is not a slogan but a fact yf 
the arive will continue on to the Tl 
Christmas holiday season. A 

Headlined “Dependable As Your si 
Daily Newspaper,” the initial in- de 


sertion says, “You light up a cigaret as 
unfold your newspaper and _ the | 
news of the world unfolds before 
your eyes. You depend on the 
printed word to keep you up to the 
minute on everything that counts,” 
and makes the final point by stating 
that smokers depend on Chesterfield 
for everything that counts in a 
cigaret. 


Play Up Emotional Copy 


In another advertisement, Ches- 
terfield continues to pay tribute to 
the printed word by playing up 
magazines, using as its theme the 
magic of the magazines to stir the 
pulse and quicken the emotions 
with tales of romance and adven- 
ture or mystery, and tying up with 
the enjoyment of smoking by say- 
ing you can always count on Ches- 
terfield for everything that makes 
smoking a real pleasure. 

Two more advertisements are de- 
voted to Chesterfield’s leadership in 
New York and in the nation’s cap- 
ital, with the statements that 
“Where the Best Wins the Test 
They Satisfy.” Copy points out that 
Chesterfield is America’s busiest 
cigaret—on the job every minute 
giving smokers what they want 

The final insertion in December 
features a happy Santa Claus bring- 
ing a red Chesterfield Christmas 
carton, a Christmas gift which copy 
depicts is “As dependable as Santa 
Claus” and which never fails to 
satisfy. 

Newell-Emmett Company han ‘es 
the account. 


Selling Women While 
-  They’re Young 


Published by GIRL SCOUTS 
455 E. 44th Sc., New York 
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All Cigarets Are 
Alike Medically, 


Big Brands Insist 


Camel, Chesterfield 
Tell 'No Difference’ 
Story to Doctors 


New York, Oct. 12.—Advertising 
here 


and merchandising men 
rubbed their eyes in wondermen 


last week as they learned that two 
f the “Big 3” cigaret manufac- 


on the ph of the throat, it was im- 
possible to differentiate between the 
smoker and the non-smoker. Al- 
though in this series of 100 subjects 
there was no incompatibility be- 
tween the smoking of cigarets and 
the normal, physiologic ph values 
for the throat, it is conceivable that 
a tobacco-sensitive or tobacco- 
allergic person or one with an 
acutely inflamed throat might show 
alterations in the ph range... 

“A comparison of the effect of the 
glycerin-treated cigaret and that of 
the diethylene glycol-treated cigaret 
failed to show any difference be- 
tween them. Further, there was no 
difference between the diethylene 
glycol-treated cigaret and the cig- 
aret devoid of a hygroscopic agent, 
t|nor was there any difference be- 
tween the effect of the glycerin- 
treated cigaret and that of the 


respect to the normal, physiologic| brands on the basis of valid medical 


ph of the human throat... 


|evidence and research. We accept 


“It cannot be stated that the type | this conclusion, based on the find- 
of hygroscopic agent used in the| ings of eminent outside authorities, 
manufacture of various brands of| confirmed time and again by our 


cigarets influences the 
properties.” 


Chesterfield More Outspoken 


irritating | own research department. 


“Therefore, we have never ex- 


| ploited health appeals either in our 
| advertising or in our widely circu- 
The Liggett & Myers mailing, on| 


lated book, “‘Tobaccoland, U. S. A..,’ 


behalf of Chesterfield, was even| describing from seed bed to cigaret 


more direct. 
received six free packages of Ches- 
terfields for as long as most of them 
can remember, so the brief letter 
accompanying them got unusually 
good attention. 

“We believe that your own scien- 
tific training and experience and 
your common-sense knowledge of 
smoking will lead you to concur 
with this statement,” the Chester- 
field letter said. 


continuing: 


turers are currently doing their 
ytmost to convince members of the 
medical profession that there is no 
essential difference between cigar- 
ets, from the standpoint of medical 
or health aspects. 

Several weeks ago the coun- 
trys medical men_ received a 
learned reprint in the mail, with e 
card noting that it came “courtesy 
of Camel Cigarets Medical Rela- 
tions Division,” and no other mes- 
sage. Last week many of the same 
men received a neat case of 6 pack- 
ages of Chesterfields, with a letter 
asserting baldly that “no cigaret 
ean justify its selection over other 
brands on the basis of valid medi- 
eal evidence and research.” 

The reprint sent out by Camel 
was from the March, 1943, issues of 
Archives of Otolaryngology, an 
American Medical Association pub- 
lication, and bore the title: “Effect 
yf Cigaret Smoke on the ph of the | 
Throat.” The “ph” of the throat, 
ADVERTISING AGE learns after con- 


hygroscopic agent-free cigaret with 


justify its selection over 


Physicians have not| the fundamentals of tobacco raising 


and cigaret manufacture. 

“The important difference be- 
tween Chesterfield and other cig- 
arets is in the selection of the 


tobaccos that we use, plus the way | 


these tobaccos form an integrated 
blend. We call the Chesterfield 
blend ‘the right combination of the 
world’s best cigaret tobaccos, be- 


| cause, in our opinion, it is this com- 
“No cigaret can | bination 


that gives a definitely 


other | milder, better-tasting smoke.” 
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To observers in the trade and in 
advertising circles, this combination 
of two of the “Big 3” cigaret manu- 
facturers suddenly going on record 


A HAIRE BUSINESS PAPER 
1170 BROADWAY, NEW YORK 1, N.Y. 


siderable research, may roughly be 
described as the alkaline-acid ratio, 
as it affects the physiology of the 


throat. 
All Clinically the Same 


At any rate, the article describes | 
the results of experiments on the 
physiology of the throat of 100 
smokers with clinically normal 
throats, and its conclusions may be 
briefed as (1) there is no particular 
difference between the throats of 
smokers and non-smokers; and (2) 
the type of hygroscopic agent, or 
the presence or absence of a hygro- 
scopic agent, has no apparent differ- 
ence on the normal throat. This 
latter point is especially interesting 
at present, because of the recent 
shortage of glycerine, the norma! 
hygroscopic or moistening agent 
used in cigarets, and the increasing 


use of other such agents, with con- 
sequent claims of greater or lesser 
throat irritation. 


“Cigaret smoke, regardless of the | 
absence or 


presence of a hygro- 
agent and of the kind of 
hygroscopic agent, in no way altered 
the normal, physiologic phrange of 
their throats,” the article maintains, 
“In terms of the effect 
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A Winning Team! 


s not one, not two, but eleven cities 

rri-Cities zone located as 

y together as the boroughs of greater 

New York City. And WHBF is the favorite 

medium covering the entire Tri-Cities 
ition of 211,000! 


you think of Rock Island, Moline or 
Davenport, picture the TRI-CITIES! .. . 
Sot one, not two, not three, but ELEVEN 
‘uous cities! 60% in Illinois! Let 


tell you the story, meanwhile drive 
product home with the result-getting 
Ga” ass 


ASIC MUTUAL NETWORK 
Affiliate: Rock Island ARGUS 


Noward HM. Wilson Co., Nat. Rep-esent=ative- 


Second Highest ‘Sales Potential” 
in the State of Washington! 


SECOND in population . . . SECOND in retail sales 
. . » SECOND in effective buying income. . . SEC- 
OND in its percentage of the U.S.A. Sales Potential. 
That's the position held by Tacoma-Pierce County 


in Sales Management's 1943 Survey Number. Here, 


in a single county, is the heart of Washington's 


Second Market. Here is an area demanding the 


concentrated attention which only a leading LOCAL bie: 


newspaper can give. 


Tacoma, Washington’s Second 
Market, is an integral part of 
Washington State's “70°/,-Plus” 
region. In Western Washington 
you'll find 73% of the state's 
population . 74%, of the 
state's effective buying income 
. «+ 71% of the state's retail 
sales ... 86%, of the state's 
industrial payroll. Concentrate 
where the BUSINESS is 
concentrated. 


TheNows Iribune 


TACOMA, WASHINGTON 
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with the medical profession with 
regard to sameness, from the medi- 
cal standpoint, of all cigarets, held 
many implications. 

It appeared obvious that Philip 
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Morris advertising, which has fea- 
tured a strong health appeal for 
many years and which has been 
sensationally successful, is directly 
under fire, as is the new “apple 
honey” theme of Old Gold. Both 
cigarets, and notably Philip Morris, 
have made the best possible capital 
out of hygroscopic agents which 
differ from the glycerin generally 
considered standard in the industry. 

Beyond this inter-industry fight, 
however, it is pointed out that the 
Camel and Chesterfield communica- 
tions to the medical profession put 
both these companies on record, 
more or less definitely, with regard 
to the competitive health aspects of 
cigarets, and would therefore make 
it embarrassing for either one or 
the other to subsequently engage in 
promotional activities which in- 
cluded a competitive health angle. 

In many quarters it is believed 
that the current messages to physi- 
cians indicate a trend away from 
competitive health copy in cigaret 
promotion, not only because of FTC 
and other difficulties, but because 
the industry is becoming somewhat 
concerned over all the publicity 
that “throat irritation” and similar 


real or fancied ills of cigaret smok- 


ers are being given. Many feel 
continued emphasis on negative 
aspects of the product’s use may 
prove harmful to the entire field. 


NEC Spot Sales Gain 


The nine-month report of 1943 
local and spot sales billings for the 
NBC central division shows an in- 
crease of 60.2% over the same pe- 
riod in 1942. The central division is 
spot time representative for the four 
Westinghouse stations, KDKA, Pitts- 
burgh; KYW, Philadelphia; WBZ, 
Boston; WOWO, Fort Wayne, Ind.; 
the General Electric station WGY, 
Schenectady; and six NBC-man- 
aged and operated stations, WMAQ, 
Chicago; WEAF, New York; WTAM, 
Cleveland; WRC, Washington, D. C.; 
KOA, Denver; and KTP, San Fran- 
cisco. 


Hamilton Names Wilson 


Mort Wilson, formerly of Blackett- 
Sample-Hummert and Foote, Cone 
& Belding, and more recently with 
MacFarland, Aveyard & Co., Chi- 
cago, has been appointed art di- 
rector of J. R. Hamilton Advertising 
Agency, Chicago. 


Barn Dance 


radio shows ever put together 


eA collection of big-time 
the KPO Parade 


of Stars is big news to listeners. 


So KPO has them “sell themselves”. . . 
studded fifteen minutes every Saturday night. It’s an 


old KPO axiom 


in a star- 


get the best-—then herald it. 


No wonder KPO can promise you this year a big- 


yer proportion of pre-sold listeners than ever. 


With 50,000 watts carrying the Parade of Stars to 


homes through« 
San Francisco's 
central Pacific ¢ 


New York . 


KPO 


of NBC leadership . 


you almost unbelievable selling power. 


yut Northern California .. . from 
Radio City, radio hub of the entire 
‘oast market ... with all the assets 
.. long-established KPO offers 


Represented by NBC Spot Sales Offices 


Chicago « San Francisco + Boston 


Cleveland « Denver + Washington + Hollywood 


THE BIG station oF’ 
NORTHERN CALIFORNIA 


A Service of the Radio Corporation of America 


ANA, 4 A’s 
Suggest Ways to 
Ease Paper Cut 


New York, Oct. 13.—Announcing 
that newsprint requirements for the 
fourth quarter of 1943 are estimated 
at 964,680 tons, and maximum sup- 
ply of newsprint, other than inven- 
tories in the hands of publishers, 
amounts to 870,000 tons, the news- 
paper committees of the Association 
of National Advertisers and the 
American Association of Advertis- 
ing. Agencies have made certain 
recommendations to members of 
their associations, in the interest of 
constructive handling of this prob- 
lem in the newspaper field. 

These recommendations are: 


1. Advertisers and agencies 
recognize that the newspaper pub- 
lisher’s primary responsibility is to 
his readers and that publishers will 
strive to maintain the same high 
standards of editorial quality and 
public service as heretofore. 


2. It is also recognized that 

many publishers have been making 

every effort to conserve paper by 

means of internal operating econo- 

mies, mechanical and editorial ad- 

—_— where individually possi- 
e. 


3. Advertisers and agencies ap- 
preciate the efforts made by pub 
lishers to save paper by reducing 
marginal circulation through such 
steps as reducing number of edi- 
tions, increasing prices to readers, 
eliminating returns, curtailing cir- 
culation promotion activities, etc. 

4. Advertisers and agencies co- 
operate with publishers in granting 
optional insertion dates wherever 
possible and that as wide a leeway 
as practical be given. Where inser- 
tion orders providing optional inser- 
tion dates express preference for 
specific days, publishers should 
make every effort to reciprocate by 
publishing the advertising on the 
preferred days. 

5. If, despite all savings of 
paper so effected, some publisher: 
should find it necessary to allocate 
advertising space, this should be 
related to the advertiser’s use of the 
newspaper over a period of years 
characterized by normal operations. 
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tisers with due respect to th 


treatment of old advertisers. ‘. 

6. If space to national adye, 
tisers must be limited, it shoulg , 
allocated in terms of total linage 
be made available over a periog og 
time, rather than by limiting 4, 


size of individual advertisements 

The following additional ways j, 
which advertisers and agencies eg, 
help to minimize the need for spac 
allocation measures have also bee» 
suggested: 

a. That information as to inser. 
tion dates, size and dimensions , 
copy be released as far in advan 
as possible in order to help pyp. 
lishers to plan issues well aheag 
It is recognized that last miny, 
receipt of orders and specificatio,; 
increases materially the publisher, 


problem. 
b. That insertion orders ang 
printing materials be sent fy 


enough in advance to permit pyb. 
lishers to take full advantage go 
optional insertion dates extended. 

c. That the furnishing of orders 
instructions, proofs, and plates pe 
accomplished at one time, insofar as 
possible. This should tend to re. 
duce handling costs, relieve map. 
power shortages and minimize cop. 
fusion, as well as aid publishers jp 
planning. 

d. That last minute cancellations 
be avoided insofar as possible dyr-. 
ing the present emergency. 


Elected to 4 A’s 


L. C. Cole Advertising, San Frap- 
cisco, has been elected to member- 
ship in the American Association of 
Advertising Agencies. 
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PEORIA BROADCASTING COMPANY, PEORIA, secinols 


@ AGOOD MARKET zx 
‘\A BETTER MARKET 


In Peoria, 


facts about the city’s 


This study uncovered possibilities which have “wide 


Peoria employment in 1940 was 


On the drawing boards and blueprints of Peoria factor 
x kK ke we wk k * 


cooper 


auerag: 


1 group of hard-headed busanessrr 
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sgvertising Age, October 18, 1943 


Warns of Mixed 
Costs in Contract 
Renegofiations 


Chicago, Oct. 12. — To avoid 
ving advertising expenditures 
shallenged and thrown out in the 
srocess of renegotiation of war con- 
iracts, the item for advertising 
sould be broken down into its 
mponent parts and not include 
sharges Which should be included 
»s production expenses, J. C. Hacke- 
jing, partner in J. K. Lasser Com- 
sany, New York, told the Chicago 
Industrial Advertisers Association 
here last night. 

Segregation, differentiation, and 
gnalysis at the very threshold of 
jistribution, preferably in_ the 
budgets themselves, furnish the 
key to the problem of getting so- 
ailed advertising expenses allowed, 
he emphasized. 

Advertising men, the speaker 
explained, are too prone to iden- 
tify all their activities and work 
with the process of the mere sale 
of products, whereas advertising has 
heen the force which made possible 
the factories and mass production 
methods which were ready when 
the hour of need arrived for war 
production. Furthermore, in each 
case where a manufacturer has 
both commercial work and war 
ontracts, the greater the volume 
f joint production the lower the 
st of all products, including those 
overed by government contracts. 
For these reasons, if none other, 
Mr. Hackeling feels the government 
is dead wrong in refusing to allow 
is admissible costs some reasonable 
portion of selling and advertising 
expenses even though they may 
relate wholly te non-renegotiable 
jusiness. 


Individual Reactions Count 


As to what may be termed rea- 
sonable expenditures for advertis- 
ing, he said the advertising man 
needs no one to tell him, if he has 
a conscience. In reporting these 
to the government agencies in re- 
negotiation, however, it must be 
borne in mind that decisions are 


going to be made on the basis of | 


individual reactions to them rather 
than the rule of reason and law, 
the speaker pointed out. He sug- 


vised, 


“distinguish expense items, 
capital expenditures and, if you 
have war contracts, segregate on a 
sound basis, the admissible from the 
inadmissible costs. Lumping the 
dissimilar items together always 
places you in jeopardy, since there 
is a tendency among all government 
examiners, whatever agency they 
are from, to throw out ‘mixed’ ex- 
penses on the theory that if they 
are not clearly and wholly of the 
class admissible or allowable, they 
should be dismissed.” 

As the need for further war pro- 
duction lessens and the public cries 
for reduction in taxation, profits on 
war contracts will be pared. still 
further and what are considered 
admissible costs will be given the 
strictest of definitions, Mr. Hacke- 
ling predicted. “All this points to 
one conclusion,” he suggested. “If 


en ee 


you have an advertising program 
ready, be prepared to launch it 
without too much delay.” 

Advertisers, he concluded, have a 
big stake in the postwar outlook for 
their companies and should use 
their influences to agitate for a 
simple, uniform, and speedy system 
of war contract termination which 
enable them to convert to peace- 
time production quickly and main- 
tain employment. 


Gimmy Joins BH&S 


Norman H. Gimmy, formerly 
apparatus advertising supervisor of 
Westinghouse Electric & Mfg. Com- 
pany, East Pittsburgh, has joined 
Beaumont, Heller & Sperling, Read- 
ing, Pa., as assistant account execu- 
tive and industrial copywriter. 


Morton Appoints K&E 


Kenyon & Eckhardt, Chicago, has 
been appointed by Morton Salt 
Company to handle the advertising 
of Morton’s iodized and free run- 
ning salt and Worcester Ivory free 
running and Worcester Ivory iodized 
salt. The appointment, effective 
Jan. 1, 1944, does not affect adver- 
tising of smoked salt products, in- 
cluding tablets. 


McC-E Appoints Three 


Walter C. Krause, for the past 
year assistant director of the radio 
division of the Coordinator of Inter- 
American Affairs and prior to that 
vice-president of Lord & Thomas, 
New York, has joined McCann- 
Erickson, Chicago, as account 
executive. Ford E. Witt has been 


oe 
51 
made assistant in production, and 


F. William Paul has joined the re- 
search staff of the agency. 
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1170 BROADWAY, NEW YORK 1, N. Y. 


gested avoidance of the word “ad-| 
vertising” where it is no longer | 


lecriptive of the particular func- 
tions the expenditures perform. 
Those things which may be created 
by the advertising department in 
an effort to stimulate more and 
better production, to maintain 
morale, combat absenteeism, pro- 
mote purchase of war bonds, and 
similar activities now performed by 
the advertising department, should 
not be included as advertising ex- 
pense. They are part of the cost 
of operation and should be sepa- 
rated from selling expenses. 


“Analyze the expenditures as you |} 
Hackeling ad-/|i 


make them,” Mr. 


by one airplane. 


MAIN OFFICES 


* SHATTERING ALL TRADITIONS 


When... for the first time in history . 
| loaded with freight was towed over the Atlantic by a 
high-powered Douglas C-47, a brilliant new chapter 
was started in the history of American Aviation!! This 
epochal flight may be the fore-runner of even greater 
accomplishments when long sky trains are towed by 
giant locomotives of the air. 


America’s breath-taking progressis due largely 
to ingenuity in developing new methods of 
doing things faster, better and for less. 


solidated pioneered by producing enamel-coated 
paper so speedily and economically that it could be 
sold at uncoated paper prices . . 
achievement which has proved of great value dur- 
ing the present emergency. 

Because it is produced faster, both man and machine 
hours are saved in making Consolidated Coated. 
Furthermore, its high opacity and bulk make pos- 
sible the stepping-down of paper weight specifica- 


WISCONSIN RAPIDS, WISCONSIN 


ot ¥ 


Gliders are proving invaluable in rushing troops to 
our far-flung battlefronts ... as many as three of them, 
loaded with soldiers and their equipment, being towed 


CONSOLIDATED (2222 PAPERS 
AT UNCOATED PAPER PRICES 


tions without lessening materially the appearance 


Thus, in the field of printing and publishing, Con- 


. a peace-time 


CONSOLIDATED WATER POWER & PAPER COMPANY 


.. a Waco glider 


or thickness of magazines or brochures. So Consoli- 
datd Coated also helps conserve paper. 


Additional paper tonnage is required today by 
our Army and Navy ... paper is vital to publications 
whose striking illustrations and text carry necessary 
war information and help build morale. Paper is 
also essential in industry, which is using 
printed messages to save the time of 
men and reduce traveling. Consolidated 
Coated helps supply this extra demand with 
a worth-while saving of time and labor 


as well as critical materials. 
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COPYWRITER 


A versatile copy man used to 
variety is wanted by this 4A 
agency located in Baltimore. 
Preferably a man with mail or- 
der or with tool and machinery 
experience. Salary under $100. 
Sell yourself in 1-page letter to 
Mr. Van Sant, Van Sant, Dug- 
dale & Company, Inc. Court 
Square Building, Baltimore, Md. 


Radio Industry 
Premieres Film 
to Win Retailers 


Washington, D. C., Oct. 12—A 
carefully planned campaign to win 
retail advertising revenues for local 
radio stations got under way here 
today when the Retail Advertising 
Committee held a premiere for its 
100-minute film, “Air Force and 
the Retailer,” before an audience of 
distinguished Washington retailers 
and government officials. 

The Washington showing of the 


film is the first of 114 scheduled be- 
tween Oct. 18 and Nov. 18 in cities 
throughout the country. The pre- 
miere climaxed 16 months of prepa- 
rations by a committee under Paul 
W. Morency, manager of WTIC, 
Hartford, with a fund of $125,000 
raised by more than 400 stations co- 
operating in a survey of radio’s re- 
lations with retailers. 

High point of the afternoon’s 
reception was the showing of the 
five-part film analysis and oral pre- 
sentation covering the history and 
development of retailing, postwar 
distribution problems, the story of 
radio and analysis of its appeal. The 
demonstration included a_ clinical 
study of retail merchandising by 
Sheldon R. Coons, New York busi- 
ness consultant who is directing the 
campaign, and an analysis of psy- 


chological appeals of radio by Dr. 
Paul Lazarsfeld, director of the Of- 
fice of Radio Research, Columbia 
University. 

Actual narration of the oral part 
of the program at the Washington 
premiere was handled by Harry 
Burke, program manager of WOW, 
Omaha, one of 16 radio veterans 
who will act as masters of cere- 
mony at showings of the production 
throughout the country. 

Nearly 1,000 merchants, govern- 
ment officials, editors and advertis- 
ing executives saw the presentation 
in the Presidential Room of the new 
Hotel Statler. The showing here 
was sponsored by the Washington 
radio stations, with both NAB and 
non-NAB stations participating. The 
Retail Advertising Committee is 


A MICROSCOPE CAN’T TELL YOU 
WHAT INK AND PAPER WILL 


When properly inked printing plates “hit” paper and the presses start 
rolling out the millions of publications carrying your advertisements, it’s 
too late to make good on "'slight” of hand workmanship and the limited 
knowledge and experience of a photo-engraver.... Even a microscope 
can't tell you if your plates are etched to fit their purpose, but the kiss 
of the paper on their inked-up faces immediately proclaims a perfect 
wedding or a costly betrayal. .. .""Why should | worry about a differ- 
ence of thousandths of inches in depth among the various tones of my 
engravings?” sez you. Right. Why should you? As a Rogers’ customer 
said to a fellow advertising man—"'l never tell Rogers what screen 
to make my plates; | just tell them what publications I'm using. My 
clients never squawk, and | never have to.” (And among Rogers’ hun- 
dreds of customers are many “on the books” for fifteen years and more.) 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING : 


2001 CALUMET AVENUE ° 


Phone CAL 4137 ° 


<<a 


Tiasee ENGRAVING COMPANY 


Adolph F. Buechele, President 


CHICAGO, ILLINOIS 


Advertising Age, October 13 1943 : 


supported by both NAB and no 
NAB stations. _ 
The film presentation is divigg 
into five parts: “The History a 
Development of Retailing,” a ‘sour 


motion picture in which Mr. Coo, 
appears; “Distribution Tomorrow» 
a chart presentation with M: 
Burke supplying the narratioy 


“America Takes to the Air,” a sjiq 
film on the history and developmen: 
of radio, with the commenta, 
dubbed into an accompanying soy»; 
track; “Why Radio Works,” a soyn, 
motion picture reporting the re. 
search of Dr. Lazerfeld’s studice. 
and “Retailing’s Future in Radio 
a closing commercial, with y; 
Burke explaining the “Ten Com, 
mandments of Radio for Broadcag 
Advertising.” ; 


Started in 1942 


The Retail Promotion Committe 
was established following the NAp 
convention in Cleveland in May 
1942, to study reasons why raqj 
had failed to achieve industry-wid 
acceptance in the field of retailing 
Mr. Morency and 12 other broad. 
casters selected Mr. Coons, forme, 
executive vice-president of mer. 
chandising, sales and advertising of 
Gimbel’s, New York departmen 
store, and later executive vice. 
president and director of Lord % 
Thomas, New York, to plan an edy- 
cational and promotional campaign 
After consultation with Dr. Juliy; 
Hirsch, senior consultant to OPA 
and Dr. Lazersfeld, Mr. Coons went 
ahead with the preparation of “Aj; 
Force and the Retailer,” which is 
built around the theme that the re- 
tail industry must reduce distribu- 
tion costs, and that radio is the 
media which will provide large au- 
diences at low cost. 

In the first section of the film, My 
Coons himself appears to explai 
that we are faced “with new forces 
and new trends” and that for ow 
own selfish well-being “it is vital 
that we seek and observe these 
trends.” 

He reviews the history of retail- 
ing, explaining that in the face of 
change the retailer finds himself un- 
able to reduce his operating cost. “If 
we fail further to raise our stand- 
jards of living,” he declares, “it will 
be because of a failure to reduce 
distribution cost, not manufacturing 
cost.” 

“The retailer’s plant consists of 
space,” he continues. “His efficiency 
depends on the amount of merchan- 
dise he can sell at a profit through 
use of space.” As always, he adds 
the retailer’s problem is to get goods 
to people and people to goods. 


| Vast Outlook Predicted 


Using large graphs and charts t 
jillustrate his assertions, Mr. Burke 
followed this presentation of the re- 
tailer’s problem with the second 
|part of the presentation previewing 
the postwar world which holds that 
after the war the nation will have 
| to provide jobs and merchandise for 
56,000,000 workers. In the face of 
;our vastly increased output, Mr. 
Burke said, merchandising costs 
will have to be kept down or re- 
tailing will be destroyed. 

The narrator then explained that 
traditional retailing methods are 
now threatened by four competitive 
distributing systems: The factory 
outlet; consumer cooperatives; g0v- 
ernment; and other new types 0 
distributors, such as super markets, 
mail order, and on-the-spot outlets. 
“The manufacturer certainly cannot 
stand by and allow goods to gather 


for circulation analysis that shows * 
The TOOL & DIE JOURNAL covers *"* 
Cycle of Buying Influence in 13,000 
dustrial plants. Address: 2462 Fe 
mount Bivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 
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Florida Court 
Upholds ASCAP 


Tallahassee, Oct. 13.—The Florida 
Supreme Court has upheld a lower 
court opinion that the American 
Society of Composers, Authors and 
Publishers is not a_ price-fixing 
combination operating illegally in 
restraint of trade, and is therefore 
not prohibited from doing business 
within the state. 

The effect of this decision is to 
recognize the fact that the opera- 
tions of the American Society of 
Composers, Authors and Publishers 
under the consent decree are such 
that the decision of the U. S. Su- 
preme Court handed down prior to 
the consent decree is not applicable 
at this time. 

The decision was in the action of 


a Florida tavern which had entered 
into a contract with ASCAP on Jan. 
18, 1943. 

The Florida court decision says, 
“We have found nothing either in 
the contract or in the record of the 
proceedings below which indicates 
that the contract is contrary either 
to the statutes of Florida or to the 
federal statutes.” 


Goodrich Promotes Two 


E. F. Tomlinson of the national 
sales and service division of B. F. 
Goodrich Company, Akron, has been 
appointed general manager of the 
company’s industrial products sales 
division to replace William S. Rich- 
ardson, who has been named head 
of the company’s newly-created 
chemical division. Both men have 
been with the company for more 
than 15 years. 


Issues Kaltenborn Book 


Pure Oil Company has issued a 
booklet called “America’s Car 
Crisis,” written by H. V. Kalten- 
born, NBC commentator sponsored 
by the company, and based on in- 
formation gathered in a _ survey 
among government and automotive 
executives. The booklet, which ties 
in with the car conservation pro- 
gram featured on the company’s 
radio program, is being distributed 
by Pure Oil service stations. 


Aids Scrap Drive 


Illinois Iowa Power Company has 
launched a campaign using 600-line 
advertisements in 26 newspapers of 
23 key Illinois cities to help pro- 
mote the fall scrap drive of the Illi- 
nois salvage office of WPB. Win- 
dow displays in its offices in 45 
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towns, plus 34 outdoor posters in 12 
cities will supplement the news- 
paper effort. 
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Ron. 4 on the shelves,” the narrator 
divides splained, “nor can the government 
TY ana mit people to be deprived of 
A soundililliods they must have at a price 
Coon yey can pay. . 
orrow "ME “The retailer must cut service 
th st and build volume,” the narrator 
rration.fmmedded. “Advertising must play a 
a slide wrger part in the picture of the re- 
lopmentfamailer’s operations if he is to reach 
, entan nore people. 
£ sound Shows Radio’s Growth 
 SOund# jn considering new advertising 
the re. ethods, the presentation then 
Studies: MM itches to a Slide film on the 
‘adio," ME owth and development of radio. 
‘. Mr fing familiar figures on radio 
| Com- fi age, this film declares that in two 
Oadcast Lecades radio has become “the great 
ymerican habit,” most typical of 
smerica, and “more widely owned 
, ind used than automobiles, electric 
‘mittee MMshts, both tubs or tooth brushes.” 
‘© NABEB “yore people spend more time 
1 Ma with their radios than they do in 
y rad »ny other pursuit except working 
Y-Wide Hing sleeping,” the slide film ex- 
‘ailing Mi zins, “making possible a mass 
broad- f-ansmission of ideas, radio is mold- 
‘ormer fing the minds of the nation.” 
f mer. In section four, a motion picture 
‘Sing of Mnalyses the psychological forces 
‘riment Hvhich make radio effective, “Radio 
 Vice- Hi ovides companionship for those 
ord & physically or psychologically iso- 
'n edu- f.ted, escape from normal anxieties, 
“paign, Mtandards of judgment for those who 
- Julius Hock standards, and a vicarious life 
0 OPA Hi add to a hum-drum existence,” it 
a wen points out. 
hich is Booklets Described 
the re. The presentation concludes with a 
istriby. description by the narrator of five 
is the g’How to Do It” booklets on: “How 
rge ay. gto Buy Radio Time”; “How to 
Measure Radio Audience”; “How to 
Im, Mr @gPromote Your Radio Audience”; 
explain gg The Elements of a Successful Ra- 
> forces dio Program,” and “Radio Retailing 
for ou in 1943.” 
is vital The narrator explains the “Ten 
. these (Commandments of Radio for Broad- 
cast Advertising’ which include: 
retail. Mgoet radio minded, read radio publi- 
face of cations; don’t overburden your 
‘elf yn. @eeommercials; write your commer- 
ost, “Te Gals for a specific audience; pro- 
stand. mote your program with ingenuity; 
“it wil] gplan to stick. Don’t waste your 
reduce money on short-term experiments; 
cturing g2!! programs have audience, you 
don't have to have the biggest and 
sists of Mmrest. , 
Aciency In preparing the five “How to Do 
rchan- lt’ booklets, the committee con- 
hrough sulted with an advisory committee | 
e adds, yo! time buyers on “Study of Pur- 
t goods (chase of Radio Time”; on advisory 
;. committee of promotion executives 
on “Study of Merchandising of Re- 
1 tail Radio Programs and on Sales 
— Promotion”; advisory committee of 
Burke sales managers on “Study of Station 
A ge Services to Retail Advertisers”; and 
volte he advisory committee of program 
Howwiah managers on “Study of the Elements 
ds that Ma” a Successful Radio Program.” 
re aa _ The committee, operating inde- 
Be re pendently of NAB, had the assist- 
face he of John McKay, NBC publicity 
t Mr director, George Crandall, CBS pub- 
costs SEv“'y director; Earl Mullin, Blue 
ae a publicity director, and Lester Gott- 


lieb, MBS publicity director. 


re key officials in Wash- 
read TIME regularly than 
y other magazine, however 
5 circulation. 


2- The members of Congress 
te TIME the most important 
S. Magazine that carries 

ivertising. 
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i Ta!S PAINS US 
| \) MORE THAN \T 


DOES You 


Almost every day we are regretfully 
forced, by the newsprint shortage, to 
omit National, Retail and Classified 


Advertising from our columns. 


WE ARE SINCERELY GRATEFUL for the understanding 
and fine co-operation being given us by all our advertisers. 


UT WE ARE DETERMINED to operate strictly within 

both the spirit and the letter of the present necessary 

restrictions—and we are equally determined to maintain 
for your profitable use the editorial excellence and high 
reader confidence of these newspapers. 


We hopefully trust that the situation will soon be com- 


pletely remedied by complete victory. There will always a 


be a Louisville and it will always be one of your most 
merchandisable markets through - 


The Conrier-Zourual 


THE LOUISVILLE TIMES 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Mrs. Blindbury to G&G; 
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CHART TELLS BRIGGS WAR STORY 


I 
Agency Adds Account Postwar Planning Me 
Pr. Blindbury, formerly assistant + pas 
advertising manager of Kahn’s, w Busin and Industry Are Preparin 
Cekions Gopertment Store, has ¥ oye a Peacetime World ” . : Seocooseoess ¥ 
joined Garfield & Guild, San Fran- Edited by RALPH 0. McGRAW ss i3aisis5 SAZEI ¢ — = 
cisco, as assistant to Bernard B. y - = in Wenge ig + $333: $$ S555 555577 - 
Schnitzer on retail accounts. : : "ei, Hwee ond $33i 4 $% st 
Hurley Marine. Works, Oaklana,| Carrier Corporation Has | by the lecturer. Each group has an a zi 
Cal., Ship repair yard, has named | Institute of Business aa eidlainn Seietid dm Gin tenia : ssssesesesetess 'sssessecseecessssesesecen: 
Garfield & Guild to handle its ad- Convinced that the future is a covered by the lecturer. , 33-¢-o-b-t-ob -aaee: nosees: 
vertising. challenge to its leadership, Carrier Some of the subjects on the pro- - 
Corporation, Syracuse, N. Y., has| gram are: “What Makes America 
established the “Carrier Institute of | Great?”; “Management’s Job;” WS SSEs iVUSESS, 
THERE IS A PLACE Business” through which it is pre-|“Government and _ Business;” Sg ccs oan 
IN THIS AGENCY paring 105 of its employes to meet| “Financing An Enterprise;” “Get- -eeee ott) 


FOR A MAN 


. with enough advertising experi- 
ence to be immediately useful 
. . with agricultural knowledge and 
experience, possibly through hav- 
ing worked on advertising to farm- 
ers or with a farm publication 
. with the ability to write clear and 
simple copy on topics related to 
science and agriculture, and to 
make them interesting to young 
people 
. who is over 38, or draft-deferred 
for other reasons. 
We offer hard work with a congenial 
group of co-workers, a good salary, 
and an excellent opportunity to grow 
with a growing agency. Please give 
full details about yourself in your first 
letter. 
Box 4355, ADVERTISING AGE 
100 E. Ohio St., Chicago I! 


postwar problems more capably. 
The institute will meet weekly 
for the remainder of the year. Each 
meeting is addressed by a promi- 
nent business executive or a mem- 
ber of the Carrier management on 
subjects of broad business and eco- 
nomic problems and topics to create 
a better understanding of the com- 
pany’s own problems and opera- 
tions. Invitations to enroll were 
sent only to hourly workers and to 
those in certain salary groups, the 
membership being limited to per- 
mit the meetings to be informal and 
of the discussion type. Absence 
from one meeting without legiti- 
mate reason results in suspension. 
Following a 45-minute lecture on 
the subject of the meeting, the 
audience breaks up into groups of 
not more than 20 people, each with 
a discussion leader prepared to dis- 
cuss the subject matter presented 


ting Your Share of the Business;” 
“The Employe in American Indus- 
try;” “American Business and World 
Trade,” and “Postwar America.” 

The institute is sponsored by the 
company’s war production board 
and the company bears all expenses. 
Each member completing the course 
will receive a diploma. 

oo * * 


Jobs for all who will work for a 
proper wage, means to prevent a 
third world war, and a two-way 
basis of international relationships 
form a three point program for in- 
suring a peace worth fighting for, 
suggested by Alfred P. Sloan Jr., 
chairman, General Motors Corpora- 
tion, in an address before the Eco- 
nomic Club of Detroit last week. 
Mr. Sloan challenged American 
leadership to make its plans in a 
realistic manner, asserting there is 
far too much Utopia in the postwar 
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War production by Briggs Mfg. Co., Detroit, is graphically portrayed in this 
large-space message, a one-time shot currently appearing in selected newspapers, 
It coincides with the president's report to stockholders. Grace & Bement handle; 


planning discussion now taking| “ornamentation” rather 
place. product identification. 
To ease the problems of the th de. 


transition period, Mr. Sloan advo- 


For those who Gre looking 44 


cated that management should place 
orders promptly to build up stocks 
of supplies and parts while plants 
are being rehabilitated, in order to 
enable raw material suppliers to 
continue production, and thus reduce 
the problem of shifting employment 
into peacetime channels. Manage- 
ment should also plan to release 
orders promptly to modernize 
equipment and to bring mainte- 
— up to normal standards, he 
said. 


Latin-American markets for part ; 
their postwar activities, Adolp 
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FOR OVER 75 YEARS ( 
Foremost Prestige Builder 
and Effective Selling Tool 1 
for Entire Notion Industry , 
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Producers of steel fence posts 
will have a job of reestablishing 
the identity of their products after 
the war due to a government war- 
time ruling which prohibits them 
from employing a “red top” or'| 
“sreen top” as a trademark, which 
the government looks upon as an 


Soldiers of the microphone! 


A LARGE proportion of Radio Station WDOD’s 
daily schedule is devoted to programs helpful to the 
war effort. 


NATIONAL ENEMY NUMBER ONE is a weekly 
half-hour program locally produced and dedicated 
to combat absenteeism—THE VICTORY PAMPHLET 
is a quarter-hour daily program locally produced 
dealing with facts about rationing, conservation, etc. 
These are but two of the many programs WDOD’s 
production staff is constantly formulating toward 
helping win the war. 


Are YOU allowing 
‘leeway’ on your 
NEWSPAPER 
ADVERTISING? 


Attention, 
TIME BUYERS 


A RECENT survey of na 
tional spot business shows 
WDOD with 76.9 per cent 
of all national business 
placed in Chattanooga 
Station B was awarded 18.3 
per cent, Station C 4.8 per 
cent. Here is con 
WDOD 


After all, people in the Chattanooga area look to 
WDOD for leadership in the presentation of this 
ews material. 
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" 76.9% 
4 A “HOOPER” WITH “OOMPH”’! 


STATION | STATION 
B Cc 


18.3%. 4.8 


proof of 


nance 


Hooper figures for Chattanoo- 
-ga show WDOD far out in 
front morning, afternoon and 
night. 
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gates & Son, manufacturers’ agent 
; Havana, Cuba, has established a 
yarket Guide on Cuba” to be re- 
‘gsed in loose-leaf sections. 

, a ee 


The first step in a publisher’s 
postwar planning, says Roy East- 
nal. research specialist, is to take 
dock of what he’s got, recognize 
that he can build nothing solidly 
ior the future regardless of what 
sgstwar conditions are going to be, 
except on the foundation that he 
has today. “Our job today,” he 
ports one publisher as saying, “is 
ot to sell new advertisers—we 
jon't want any new advertisers— 
ws to sell the people who are 
ready in the paper to give them a 
god reason for doing what they 
have done without a good reason.” 


: The postwar planning committee 
~— tthe Oil Heat Institute of America 
oss has recommended a consumer pub- 
< city campaign to inform the post- 
= var market on the merits and 
sivantages of oil heating and the 
ey security of the oil supply. 


The ability to hold dimensions of 


~~ Bi ;,ished work to finer tolerances is 
in this ne lesson industry has learned 
SPapers fom wartime experience which 
handles will best serve it in postwar opera- 
tions, presidents of leading indus- 

trial companies throughout the 

ountry told Metals and Alloys in a 

than recent survey. Results of the study 
f postwar planning thought among 

these men also indicate that the 
oking t@M overage manufacturer will spend 
rr part ¢ $950,000 for new machinery and 
Adol; equipment for the production of 


peacetime products, and that only 
0% of the women now in war 
plants will remain there long after 
peace comes. Not much in new 
products or devices will appear on 
the market one or two years after 


the war, inasmuch as _ production 
will be concentrated on models 
which can be produced most 


quickly to supply the immediate de- 
mand, according to the survey. 


G. F. Promotes Shultz 


Edwin T. Gibson, president of 
Frosted Foods Sales Corporation, 
New York, has appointed Allen M. 
Shultz to succeed the late Roy M. 
Davis in all controller functions of 
the frosted foods units of General 
Foods. Mr. Shultz, who was ap- 
pointed assistant controller of Gen- 
eral Foods in 1938, has been with 
the company since 1921. Mr. Davis, 
who died Aug. 30, had been in 
charge of the accounting of Frosted 
Foods Sales Corporation since its 
organization in 1931. 


Whitney Names Four 


Archer A. King & Co., Chicago, 
has been appointed midwestern ad- 
vertising representative, and War- 
wick S. Carpenter has been named 
Pacific Coast manager of Whitney 
Publishing Company, New York, 
publisher of Interiors and American 
Cookery. Alec E. Oakes has been 
appointed advertising manager of 
American Cookery and John B. 
Dunn has joined the New York ad- 
vertising staff of the publication. 


WCED Joins Columbia 


_ Station WCED, DuBois, Pa., has 
joined CBS as a bonus station of the 
bagic network, serving the three- 
cofinty market of Clearfield, Jeffer- 
son and Elk with a total population 
of 180,000. 


Issues Economics Study 

The Bureau of Business Research, 
College of Commerce, Louisiana 
State University, has issued a bul- 
letin called “The Economic Devel- 
opment of the Shreveport Trade 
Area,” by S. A. Caldwell, professor 
of economics at the university. The 
study, divided into two sections, 


Outlook,” points out the resources 
of the area which will form the basis 
of its future development. 


Maircratt to Kalom 


Kalom Company, Chicago, has 
been appointed to handle the adver- 
tising of Maircraft, model airplane 
manufacturer. Copy in consumer 
and business papers will feature the 
slogan, “Famous Planes in Minia- 
ture.” 


“The Economic History” and “The) 


Starts Canadian Drive 


Commercial Alcohols Ltd., Mont- 
real, has scheduled outdoor poster 
showings from Nova Scotia to 
Manitoba, plus radio spots over 
Quebec and Ontario stations for 
Super-Pyro anti-freeze. 


Joins War Price Board 


Frank Fearman, eastern sales 
manager for Canadian Canners Ltd., 
Hamilton, Ont., has been loaned to 
the Wartime Prices & Trade Board, 
Ottawa, where he will handle the 
allotment of canned goods. 


Brewer Appoints R&R 


Interstate Brewery Company, 
Vancouver, Wash., has appointed 
the Seattle office of Ruthrauff & 
Ryan to handle advertising of its 
product, Lucky Lager. 


Bond Clothes on WOV 


Bond Clothes has begun sponsor- 
ship of Alan Courtney’s “1280 
Club,” aired six nights a week from 
7:30 to 7:45 p. m. over Station 
WOV, New York. Neff-Rogow, New 
York, is the agency. 


Barnes Joins Peck 

Paul R. Barnes, recently with 
Addison Vars, Inc., New York, and 
previously with McCann-Erickson 
for many years, has joined the copy 
and creative staff of Peck Adver- 
tising Agency. 


Waddell to Geyer 


C. Eugene Waddell has been ap- 
pointed to the copy department of 
Geyer, Cornell & Newell Inc., New 
York. He was formerly with the 
copy department of Federal Adver- 


tising Agency, Redfield - Johnstone, 
advertising manager of 
General Electric, and copywriter for 


assistant 


Fuller & Smith & Ross. 


AVAILABLE 
GROCERY PRODUCTS EXECUTIVE 
Favorably known and respected by 


kets, cooperatives and wholesale 
grocers from coast to coast. 
Knows fram practical contact na- 
tional markets and how to secure 
results. Recently resigned as vice- 
president and general manager na- 
tionally known corporation. Avail- 
able to go anywhere. 


Box 4367, ADVERTISING AGE 
330 W. 42nd St., New York City 18 


key executives of chains, super-mar- |: 


Me 


COLLINS 
MILLER & 
HUTCHINGS 


INC. A 
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‘hoto-engravers in Chicago 
}] North Michigan Avenue 
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ee OWA’s 1943 Corn Crop has been currently estimated 7 
‘ MASON City 
’ -'¥ CO : , 

m 7 ro @ gy by the United States Department of Agriculture at 
‘ FORT DODGE “ ‘on : ons 
© e 630 million bushels. And, mister, that ain’t hay. Trans- 
lO W Ae nee con man ae ee 
\ daedaat @. lated into simple business arithmetic, this biggest of all 
\ DES MOINES . - ls extr: H 1e er 
o @ ) j Iowa corn crops spells extra purchasing power over and 
‘ . . , 
a 4 OTUMWA®@ £ ' above all reasonable previous expectations. Iowa’s farm 
‘ : : , . 
ememoms mc mememan / ! income has consistently overshadowed its war contracts. 
NE : > : ! T rs » H i 
" i ; , ° ’ 1e » P > wy q 
peseeeN MO. am | ILI Now King Corn has given Iowa an anchor to the wind 
4 4 Ese : ward. You can’t cancel an order for 630 million bushels 
KAN. KANSAS CIT) \ i of Iowa Corn. Its golden grist will quicken the tempo 
@ __ST. LOUIS : 
of trade in every town and village served 
; g 
WMT, 600 Kilocycles, lowa’s Best Frequency, by WMT. Alert sales managers have al- 
gives complete and effective coverage of over 


22,000,000 acres of America’s richest farm ready set their sights on the big and boom- 
land, Programmed to please rural lowa, WMT 
has a faithful following of farm folks that today 
have more money to spend than at any previous 
time in their history. Plan your own post-war 


prosperity now with a schedule on WMT, 


ing Iowa Farm Market. Declare yourself 
in with a sales building schedule on WMT. 


WLES STATION . 


im WATERLOO 


Represented by the Katz Agengy ; 
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WTMC Increases Power 
Ocala Broadcasting Company, 
Ocala, Fla., operator of Station 
WTMC, has been given authority by 
the FTC to increase the power of 
the station from 100 to 250 watts. 


Southworth Joins Snow 

Charles W. Southworth, formerly 
with Filene’s department § store, 
Boston, and Turner-Seamore Com- 
pany, Torrington, Conn., has joined 
Cory Snow, Inc., Boston, as account 
executive. 


4 
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Ban on Liquid 
Hair Lacquers 
Lifted by FDA 


New York, Oct. 13.—The Food and 
Drug Administration ban placed on 
hair lacquer pads which caused 
severe skin inflammation around 
the neck and ears has been lifted 
according to M. H. Rieser, president, 
Rieser Company, maker of Venida 
hair and beauty products. It still 
holds, however, in regard to lacquer 
pads. 


Trouble with the hair lacquer 
pads developed from use of a gum 
substance in place of high grade 
shellac recalled by the government 
for use in explosives. Orders were 
issued by the FDA to the manufac- 
turers to recall all shipments that 
could be reached and to make cer- 
tain no other shipments would be 
made. 


ie ON ane Venida liquid lacquer has been/|son, N. J., has placed its account| returned to Spot Sales, New 
1 FOUNDATION GA checked by exhaustive tests which| with Hal A. Salzman Associates,| York, assuming his former posi- 
, pisi® proved it pure and harmless to the|New York. A test campaign in| tion of sales executive. . . Helen 
~ MERCHAN scalp and skin, Mr. Rieser said. The|trade_and consumer media in the| guytherland, secretary to Thomas 

te Rieser product also carries insur- | New England area is being planned. LLR - wean Petler & Rya 
pa A get ramen its a: h has rare} gin her home in Old 

a ale acquer products hav . 
selec Fam en! yt _+ wll "plants ‘edie Vatcher Joins Agency Greenwich, Conn., after a siege 
T. G. Vatcher, who has been with| in the hospital. . . 

the Canadian Daily Newspapers Allen Bolte, ad manager of 
GIBBONS KNOWS CANADA Association for the past eight years,| Tampax, who recently was com- 
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women are urged by safety engi- 
neers to keep their hair smooth and 
prevent accidents with machinery 
and precision tools. 


Ward Joins K&E 


Ben Ward, who has done art, 
copy and radio work in New York, 
Chicago and San Francisco for 
N. W. Ayer & Son and Erwin, Wasey 
& Co., has been appointed chief of 
production in the Chicago office of 
Kenyon & Eckhardt. 


Utility Airs Farm Forum 


Puget Sound Power & Light Com- 
pany began sponsorship of Bill 
Moshier’s Farm Forum on Station 
KJR, Seattle, Oct. 11, and will pro- 
mote the program in all of its rural 
and farm advertising for the next 60 
days. 


Food Account to Salzman 


Governor Food Company, Pater- 


has been appointed director of pub- 
lic relations of Spitzer & Mills, To- 
ronto agency. 
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Getting Personal 


“Conference Call,” a medium used normally for communication 
between Mutual’s headquarters and its affiliates, was used fo, the 
first time as a means to bring to the stations a special messag, fron 
the sponsor and ad agency, when “Double or Nothing” was launched 
over the net for its 4th consecutive year by Pharmaco. Claude Hanford 
v.p. in charge of sales, and Clifford Hart, ad. mgr., spoke for the pon. 

sor. P. Westley Combs, v.p. Wm. Esty & Co., did likewise fo, the 
agency... 

Katherine E. Burnett, daughter of Verne E. Burnett, Genera] Foods 
v.p. in charge of public and stockholder relations, was wed recently 
to Lt. Arthur T. Howard, Army ; 
air forces. The ceremony took 
place in the chapel of the Army 
air base, Dalhart, Tex., where Lt. 
Howard is stationed. . . 

Capt. Stanley Young of the 
marine division, Army Transpor- 
tation Corp., has been honorably 
discharged from active duty due 
to a physical disability, and has 


ee 


SHOWS HOW 


missioned a lieutenant (jg) in 
the USNR, has been ordered to 
report to the _ indoctrination 
school at Quonset Point, R. I... 
Harry G. Ommerle, v.py and acct. 
exec, at Ruthrauff & Ryan, New 
York, was presented with an heir 
at Doctor’s Hospital on Oct. 3. 
It’s a girl, named Gail, and is the 
aret. ... 


Samuel S. Kootz, of the ad. 
dept. of Columbia Pictures Corp., 
has been elected to the advisory 
board of the Museum of Modern 
Art in New York City... 

Phyllis Harriman became the 
bride of Lt. John F. Connery, for- 


Livingstone Porter Hicks, owner of the 
Detroit agency of that name, is shown 
here in his other role as president of 
the Koppitz Brewery, demonstrating the 
correct way to mix a beer “hi' ball’ 
made half-and-half of Victory beer and 
Black-Out, two of his products. 


merly in the ad dept. of the a 
New York Herald Tribune. In March, 1942, the lieutenant was re- 
ported missing in action when the cruiser Houston was lost in the 
battle of the Java Sea... 

It’s a son, to Michael J. and Mrs. Boscia. Mike’s in the publicity 
dept. of Y&R. . . Vick Knight, v.p. of Foote, Cone & Belding, Holly- 
wood, has taken a month’s leave from his duties on advice of his 
physician, who prescribed rest, quiet and relaxation. . . 

Harry Kopf, NBC v.p. and genl. mgr. of the central division, has 
been appointed to the board of governors of the Chicago Opera Com- 
pany. . . John M. Lupton, public relations director of Acheson Col- 
loids Corp., Port Huron, Mich., is back on the job minus one ap- 
pendix. . 

Among the many messages of congratulation which R. C. Smith 
and Mrs. Smith of Toronto received on their 65th wedding anni- 
versary was one from Their Majesties, King George and Queen Eliza- 
beth. Mr. Smith is president of the agency which bears his name 
Charles Melvin Freeman, son of Charles A. S. Freeman of Gannet! 
Newspapers, has been promoted to captain in the Marine Corps. . 

McCullough Campbell of Foote, Cone & Belding, San Francisco, 
has been elected pres. of the Advertising Golf Assoc. Other new 
officers are: E. F. Becker, Safeway Stores, v.p.; Charles H. McDougall, 
BBDO, treas.; and M. J. Kissel, Curtis Publishing, secy. . . Cpl. Car! E. 
Totten, former editor of Shell Oil Co.’s “Shell News,” San Francisco, 
recently paid a flying visit to the coast from his station in the 
ordnance dept. at Aberdeen Proving Grounds, Md., to pick up an 
AWOL prisoner who had been apprehended at Bakersfield, Cal. 


UTLINE OF LISTENING 


Tex 1}-billion-dollar retail market dominated by the 
power (50,000 watts), the programs (NBC, plus the 
foremost local shows), and the popularity (based on 21 
years of service) of WGY. 


CBS EXECUTIVES FETED 


Art Kemp, new Detroit CBS manager, and Charles Morin, newly-appoint’° 

eastern sales manager in New York for Columbia Pacific network, were giver 

farewell party by Ralph R. Brunton, president, and C. L. McCarthy, manager 

KQW, before their departure from San Francisco. Left to right in the fr: 

row are: Walter Burke, McCann-Erickson; Wayne Steffner; Carter Ringlip, Reo 

Sales, St. Louis; Mr. McCarthy; Art Kemp; Mr. Brunton; Charles Morin; Ole 
Morby, CBS; and Ken Craig, KQW. 


Station W-A-A-A, owned and operated by Nelson Broadcas' 


Fx - - Par gE | System of Evanston, IIl., sent out rate card No. 2 to announce Bi 

|= Represented Nationally by Lou as talent available effective Sept. 22—business office, Evans’ 

Hospital. The authentic-looking card, listing mechanical speci! 

N B C tions, personnel, coverage data, etc., was doped out by Betsy L' 

Se : proud father, Lou Nelson Jr., space buyer of Wade Advertis 
toes an y. Spot Sales Agency, Chicago. . 


7 — = 7 George Hecht, pres. of The Parents’ Institute, will be host at a par’ 
atthe Ritz Carlton next Friday in celebration of Al Leininger’s 10" 
anniversary as vice-president and ad director of the company. 
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Newspapers Move 
iy Establish Own 


Retail Ad Bureau 


(Continued from Page 1) 

, competitive battles with radio, 
bat that, while it would naturally 
provide competitive media statistics 
and information where needed, its 
primary purpose would be to de- 
velop @ more widespread under- 
¢anding and appreciation of news- 
paper advertising, its power and 
afectiveness among the nation’s re- 
tailers, without regard to radio or 
any other competitive medium. 

The four formal resolutions which 
were adopted unanimously by the 
NAEA today, after a detailed pres- 
entation of the need for action by 
the organization’s retail promotion 
committee, thanked the committee 
for its work, accepted its report, 
dissolved the committee, and pro- 
weeded to endorse most of the pro- 
gsals which the committee ad- 
vanced. 

One resolution approved and re- 
quested immediate action on one 
roposal of this committee, to the 
effect that “material presented by 
members of the committee in this 
meeting, and any similar material 
now in their hands, be prepared in 
pooklet form for distribution to 
NAEA members and through them 
to their salesmen and any adver- 
tisers, agencies and others to whom 
they wish to send them.” 


Details Left in Air 


Another endorsed the belief ex- 
pressed by the committee “that the 
newspapers of America should have 
a central organization for the prep- 
aration and dissemination of proper 
promotional material on retail ad- 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing—Mimeographing 

THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago Wab. 8655 


vertising; and that this organization 
should be capable of leading the 
way in careful research and should 
be held responsible for the news- 
papers’ public relations with retail 
trade organizations.” 

The final resolution directed the 
NAEA president to “promptly ap- 
point a committee of five members 
for the purpose of studying the 
newspaper retail advertising situa- 
tion; that all proposals arising out 
of the retail promotion committee’s 
report or coming from members re- 
garding the setup, operation and 
financing of such an organization as 
described in Resolution No. 3 be re- 
ferred to that committee; that said 
committee formulate a plan for sub- 
mission to the board of directors; 
and that the board of directors be 
empowered to put said plan into op- 
eration at once, when, as and if it 
is approved.” 


Committee Gives Reports 


This important action was taken 
following a complete afternoon ses- 
sion Monday, which was given over 
to a detailed and exhaustive study 
of the retail advertising problem, 
presented by members of the retail 
promotion committee, headed by H. 
H. MacLean, manager, retail stores 
division, Scripps- Howard News- 
papers, New York. Mr. McLean led 
off with a general analysis of the 
reasons for appointing the commit- 
tee, and explained its functions and 
work, after which James R. 
Brumby, Atlanta Journal, presented 
a factual analysis of the activities 
of the new retail radio organization 
and its work, and Samuel G. 
Howard, Minneapolis Star Journal 
and Tribune, analyzed the compara- 
tive merits of the two media for re- 
tail advertising. 


report with a proposed plan of op- 
eration, including the establishment 
of an independent retail promotion 
and research organization, and the 
salient points of this plan of action 
were embodied in the resolutions 
which the NAEA subsequently 
adopted. 

Mr. Drew and Mr. MacLean, as 
well as the other members of "the 
committee, stressed repeatedly the 
fact that their plans called for uni- 
fication of newspapers in a con- 
certed and intelligent effort to sell 
newspaper advertising as against all 
other methods of advertising. De- 
structive competitive practices in 
the newspaper selling field must be 
eliminated, they insisted. 


Cram Asks Action 


The convention also heard an im- 
passioned plea by Raymon S. Cram, 
promotion manager of the Co- 
lumbus Dispatch and president of 
the National Newspaper Promotion 
Association, in which he made a 
strong plea for more liberalism in 
newspaper thinking, an abandon- 
ment of tough competitive selling, 
more constructive cooperation 
among newspapers, and a minimum 
annual appropriation of $1,000,000 
(“it should be $2,000,000”) to sell 
newspapers as an advertising me- 
dium. 

Mr. Cram lit into newspaper pub- 
lishers who are more interested in 
conserving their existing resources 
than they are in building construc- 
tively for the future, and voiced a 
severe indictment of the operation 


and management of the Bureau of 
Advertising of the American News- 
paper Publishers Association. 

He presented an 18-point program 
for newspaper action which called 
for divorce of the Bureau of Adver- 
tising from the ANPA, a change in 
its name and organization, the in- 
clusion of all newspaper groups in 
its active direction, and a wide- 
spread program of coordinated pro- 
motional activities which would 
carry the newspaper story to every 
type of business, to the schools and 
colleges, and to the general public. 

His hard-hitting talk created a 
sensation, but no discussion of his 
— was permitted from the 

oor. 


General Foods 
Names Zipf Head 


of New Division 


New York, Oct. 14.—J. E. Zipf, 
formerly manager of General Foods 
Sales Company’s St. Louis district 
sales office, this week was appointed 
manager cf a newly created sales 
division with the company’s national 
merchandising organization. The 
change becomes effective Nov. 1. 

The revised organization will be 
comprised of five instead of four 
divisions—the Eastern, Mideast, 
Midwest, Southern and Western 
divisions. Mr. Zipf will be in charge 
of the midwestern branch. A. J. 
Darneker, formerly district repre- 


se 


57 


sentative, will take over as district 
manager in St. Louis. 

Simultaneously, William M. Rob- 
bins, president of the company, an- 
nounced the appointment of C. J. 
Dare, formerly Omaha district sales 
manager, to succeed the late W. B. 
O’Daniel as manager of the Phila- 
delphia district sales office. H. J. 
Cololough, previously national man- 
ager of special coffees, has been 
named to manage the Omaha dis- 
trict sales office. 


REAL SALESMAN—outdoor ad- 
vertising. Not directing execu- 
tive, but producer with record of 
personal accomplishment. Man 
who knows advertising — can sell 
the outdoor medium—knows the 
Chicago-Midwest area, its big ad- 
vertisers and their agencies and 
has their confidence and respect. 
If you can qualify and are not 
over 45 years, you can earn in- 
come high into five figures with 
good draw to start. Replies held 
in strict confidence, 


Box 4370, ADVERTISING AGE, : 
330 W. 42nd St. New York City 
18. 


In the absence of Vernon Brooks 
of the New York World-Telegram, | 


tive study of radio in the retail field | 
Chicago Tribune. The study is a 
comprehensive analysis of the use, 
and newspaper advertising by New 
generally after it has been com- 
pleted and results have been shown 


to New York retailers. 
Robert K. Drew, Milwaukee 


Journal, wound up the committee’s 


a preliminary report of a coopera- | 


of cost and effectiveness of radio | 


York retailers, and material from | 
it will be released to newspapers | 


by New York’s eight newspapers | # 
was read by C. E. McKittrick of the | 
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LUE NETWORK, 560 K.C., 1,000 wartrTs 


WATCH OUR RUBBER 
PLANTS CROW! 


Already the home of B. F. Goodrich Company's gigantic synthetic 
rubber plant, metropolitan Beaumont is rapidly becoming the heart 
of this great new industry just as it has long been the center of the 
kindred petroleum program. The butadiene plant of the Neches 
Butane Products Company also is in full swing and another unit 
is going into operation soon. 


Combine this great synthetic rubber program with the immense 
mills, refineries, and shipyards in the rich Sabine area and you will 
readily understand why more than 87,000 people have crowded 
into the counties of Jefferson and Orange in the past 18 months, 
giving these counties a population of well over 250,000 war-busy 
Americans. To sell or tell this important market use KFDM, the 
high Hooper-rated network station covering this area. 
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ts read by 2 out of every 5 white farm i 
families in the South. 


My 
Hint 
“ 


You'll look long and hard today before 
you'll find a better market than the Agricul- 


Crop sales have increased—we’ve told you 
that. Livestock income is way up. . . that’s 


But do you know that land values are twice 
what they were ten years ago? In other 


NASHVILLE * 


Southern Farm Families are 


words while 


“production” 


Watching a Steady Rise 


in Farm Values... 


the farmers’ income from 
has jumped, his “factory” 


too, has become twice as valuable as it was. 


Southern Agriculturist is an important part 
of this expanding market. Nearly a million 


fine farm families of the South read it 
every month, It has been a favorite for 75 
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years. Reach this rich market through this 
solid old publication. 
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Big City Papers 
Hit by Inlanders 
for Paper ‘Waste’ 


(Continued from Page 1) 
ment of publishers in attendance 
favored quick action by the com- 
mittee which is to meet in Wash- 
ington, D. C., next Tuesday. 


Revealed in Open Letter 


Mr. Thomason brought the small 
vs. large newspaper controversy 
out into the open yesterday by dis- 
tributing advance proofs of a six- 
Page “open letter” advertisement to 
appear in the Oct. 16 issue of Editor 
& Publisher, charging that General 
Order L-240 has failed and offering 
a four-point list of amendments for 
consideration of the advisory com- 
mittee, of which he is a member. 

The Inland resolution, approved 
with only a few scattered dissent- 
ing votes, made these major recom- 
mendations which it urged the com- 
mittee to pass along to the WPB 
printing and publishing division: 

“That Order L-240 be amended 
to bring, if possible, the base for 
each quarter’s use more closely to 
the current facts of wartime need, 
with the necessary adjustments to 
be made upon a sliding scale ex- 


tending into the ‘upper brackets’ of 
newsprint consumption; 

“That after provision for separate 
daily and Sunday ‘subsistence 
levels’ assuring to the small daily 
livable minimums, provision be 
made for higher percentages of 
reduction in newsprint consumed 
for Sunday issues of large ‘maga- 
zine’ and feature content, and par- 
ticularly in newsprint consumed in 
the production of the predated 
issues of such Sunday newspapers. 


Hits “Profligate Consumer” 


“That provisions of Supplement 
(1) to Order L-240 be amended to 
the end that ‘appeal tonnage’ shall 
no longer be allotted to the advan- 
tage of the large and profligate 
newsprint consumer in prewar 
years—but rather to the advantage 
of the economical consumer.” 

Only by amendments of this 
character, said the Inland measure, 
can an equitable and just sharing 
of the burden of current and future 
curtailments in newsprint use be 
accomplished. 

The resolution complained that 
newsprint cuts during the first 
three quarters of 1943 have in 
many instances worked excessive 
hardship upon smaller papers; that 
amended quota and appeal allot- 
ments “have unduly advantaged 
larger newspapers published in the 
metropolitan centers at the expense 
of undue hardship upon the smaller 
papers whose freedom adequately 
to serve their communities has been 
thereby impaired;” and that large 


consumption of newsprint by met- 
ropolitan Sunday papers, “much of 
the contents of which are of ‘maga- 
zine’ rather than of newspaper 
character,” and by predated Sun- 
day papers is wasteful. Such non- 
essential use of available newsprint 
cannot persist, the resolution de- 
clared, without adversely affecting 
the vital service of Inland members 
to their communities. 


Macfarlane Upholds Order 


Mr. Macfarlane, who said he re- 
ceived a copy of the forthcoming 
Thomason advertisement yesterday, 
added that it was his first notice 
of the attempt to change the order. 
He said he was flatly opposed to the 
resolution, and he questioned Mr. 
Thomason’s good faith for submit- 
ting a proposal which would “bene- 
fit himself at the expense of com- 
petitors.” 

The Tribune spokesman said he 
was convinced that the tonnage 
appeal basis could not possibly be 
used if publishers are to be satis- 
fied, but that “I am not in agree- 
ment with Mr. Thomason that there 
is something fundamentally wrong 
with the order.” He warned that 
the proposed changes might split 
the ranks of publishers and that 
they constituted the “first destruc- 
tive step” affecting the entire news- 
paper publishing industry. 

He recalled that the Tribune, 
after an extensive investigation, had 
concluded that the industry was 
beset not by a shortage of news- 
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“The Coming Battle for Business” 


print but of manpower needed to 
cut vital pulpwood in Canada and 
the United States. He said Canada, 
which has yet to declare pulpwood 
cutting an essential industry, has 
250,000 men in its home guard, 
“25,000 of whom could be put into 
the woods to cut all the wood 
needed to alleviate the shortage 
today.” He cited Tribune efforts to 
spur pulpwood production, as op- 
posed to steadily increasing cuts in 
newsprint use. 


Adler Hits Big Papers 


E. P. Adler, publisher of the 
Davenport Times and president of 
Lee Syndicate Newspapers, and who 
is also Inland’s newsprint chair- 
man, was outspoken in his opposi- 
tion to large Sunday editions of 
metropolitan papers. He _ insisted 
that the newsprint shortage could 
be solved if Sunday editions of the 
big city dailies were cut 10%, and 
he questioned the patriotism of 
newspapers in wartime which use 
valuable space to advertise their 
own features. 

The present system of ex-quota 
appeals also was criticized by 
Franklin D. Schurz, vice-president, 
South Bend Tribune, at the Tuesday 
round table. Mr. Thomason told the 
group that he, for one, would insist 
that before any 52% cut in news- 
print is made (a warning sounded 
in Washington Monday by an 
American - Canadian - British com- 
mittee investigating the pulp and 
paper situation) that “something 
be done about these Sunday edi- 
tions.” 

He said he intended no criticism of 
Mr. Bitner or his administration, 
but that the newsprint order has 
failed. 

A major flaw in the order, the 
Chicago publisher continued, is the 
fact that it does not take into con- 
sideration the question of the size 
of newspapers printed. “The most 
glaring waste” of newsprint, he 
added, is represented by the big 
city Sunday issues, which a modi- 
fied order can regulate. 


Raises Essentiality Issue 


In his open letter to other mem- 
bers of the WPB newspaper indus- 
try advisory committee,” “News- 
print for a Free Press,” Mr. Thom- 
ason pointed out that the majority 
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of its members believe that it is ,,, 
within their province to ¢, nae 
the relative essentiality of city 5.) 
country circulation. But, he pointes 
out to Inlanders, the count, - 
culation of heavy Sunday 1Ders 


and the quality of newspape) 
dates should be considered jf »< 
print curtailment is to be equit; 
distributed. 

The advisory committee ha: 
told by M. G. Sullivan, ass; 
director of the printing and , 
lishing division, that 41 publics; 
used 56% of the newsprin: 
sumed by VU. S. newspapers. 
Thomason said. Of this number 
36 have Sunday issues. The week. 
day country circulation of these 3 
papers is less than 2,300,000, he 
added, but the total Sunday coyp. 
try circulation jumps to more thay 
8,000,000. : 

L-240 operates to the advantage 
of the publisher who was “wastefy| 
and profligate” in 1941, Mr. Thoma. 
son contended, since it puts no pen- 
alty on those papers in highly com. 
petitive fields which had built up 
circulation by costly promotion 
methods. 


Offers Hardship Case 


As an example of how the news. 
print pinch hits the small com. 
munity paper, Mr. Thomason cited 
a letter from F. F. McNaughton, 
publisher of the Times, Pekin, [I 
The Times, he said, in trying to 
print essential news and meet a cir- 
culation increase from 6,000 to over 
10,000, had been forced to use some 
six and four-page papers to keep 
within its quota—while metropoli- 


$2 a Show 


for a brand-new, open-end 
detective mystery serial. 


PROGRAM WORRIES PISSOLVE 
when you buy AIRPAK'S 


“QUIET, PLEASE!" 


a top show for a bottom price! 


Carl Euloah Riblet, Jr. 
Room 532 at 53 West Jackson Blvd. 
Chicago—Phone STATE 2275 
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Post War Markets are 


INVESTIGATE the 


The Diesel engine can be adapted to any type of work 
requiring cheap, dependable power. Consequently, Dice! 
engine and equip t f 
sufficient to keep busy 
this war has been fired 


Factories will turn to the Diesel to cut power costs 
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Diesel Market 


eturers will have orders 
for years after the lest shot 
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One fine day — not too far off, we hope 
— some cowering Son of Heaven is going 
to turn your business upside down, with a 
wave of a white flag. 


many power stations will be Diesel-powered stations 
thousands of Diesel vessels will sail the seas . . . '°"" 
of-thousands of Diesel trucks and buses will crowd 
highways. The day Peace is declared will be the | 
day of the new Diesel era—in the mines . . . 0” | 
farms . .. im the air . . . all over the U.S.A., and 
wide world, too. 


advertising agencies, cooperating on a re- 
ciprocal branch-office basis. 


Remember that the coming battle will be 
fought over strange ground — the new 
America. Markets, forever on the march, 
have lately been moving at double time. NAAN agen- 
cies have at their command detailed knowledge of local 
conditions and the fast, expert, on-the-spot service that 
may make or break a marketing job. 


Overnight, he call will ae — for The demands of the Diesel industry for a thousent: 
“Production for War” but for “Distribution for Peace.” end-ene different materials and parts to be weed in ihe 
engines themselves, and in auxiliary equipment, for ms’ 
tenance and repair, make it possible for hundreds ©! 
manufacturing companies to participate in the Die! 
market for the first time. To profitably “tap” this » °™ 
ket is a simple matter through the advertising pect f 
the only ABC magazines in the Diesel field. 


Already, even in war, the problems of peace are thrust- 
ing themselves upon us. And far-seeing men are map- 
ing their strategy in the coming battle for business. 7" 
ping Market surveys and reports, merchandising work, local 
checking facilities — a total of 117 network services 
are available to clients of NAAN agencies. 


For successful marketing campaigns, like successful 
military campaigns, need intensive preparation and con- 
summate skill, Elementary to either are closely coordi- 
nated staff work and detailed knowledge of the terrain. 


DIESEL POWER AND DIESEL TRANSPORTAT! 
MOTORSHIP 


Add to all that the combined experience and brain- 
power of 26 seasoned organizations, tied in with top- 
grade local service, and you have a two-edged sword of 
formidable power. We suggest you add it to your arsenal. 


Ask any NAAN member. Or, for a detailed bulletin 


on NAAN, write to Oakleigh R. French, managing 
director, 4235 Lindell Blvd., St. Louis, Mo. 


Together they reach each month an unrivaled audi 
of key Diesel men numbering 


han 14,500 


Members of the National Advertising Agency Net- 
work can deliver both. The first, because they are Jocal 
organizations, giving intimate day-by-day service. The 
second, because their service is also as wide as America, 
drawing on 26 other members of NAAN— independent 


More t 


a blanket coverage of the marine, stationary, autor 


ies go and aviation Diesel fields. Find out all about | 
sé ~ writing for the latest ABC statements of both MO! 
ee SHIP and DIESEL POWER AND DIESEL TR 
a PORTATION, and a detailed analysis of the Post 
Diesel Market, prepared by our Washington correspo™ 
BOSTON ----- Roy Elliott Company GRAND RAPIDS - Webber Adv. Agency SAN FRANCISCO - Garfield and Guild & 
CEDAR RAPIDS - - - HARTFORD ~- Julian Gross Adv. Agency SEATTLE - ----- Sharp Ade. Agency iz 
__ ++ + Ambro Adv. Agency, Inc. KANSAS CITY - - - SYRACUSE - - - - - Flack Adv. Agency (| 
CHATTANOOGA ~- The Purse Company - + « Carter-Owens Adv. Agency, Inc. TROY, OHIO - - Ralph Dalton & Asso. a 
CHICAGO «- - C. Franklin Brown & Co. LOS ANGELES - - - - Lee Ringer, Adv. TULSA - Stanley J. Eblinger Adv., Inc. 
> CINCINNATI - - - - Julian J. Bebr Co. MEMPHIS - - - - - Merrill Kremer, Inc. ve Fred D. Stevens Co. 
CLEVELAND ~- Carr Liggett Adv. Agency MILWAUKEE - - - - - Hoffman & York WASHINGTON - - - 
DES BOOINES - PEORIA - - - Mace Adv. Agency, Inc. - - - Henry J]. Kaufman, Adv. 


DIESEL PUBLICATIONS, INC. 


192 LEXINGTON AVE., NEW YORK 16, N.Y. 


. A. Winter Adv. Agency 
- Witte & Burden 
Louis E. Wade, Inc. 


PHILADELPHIA - - - 
be Roland G. E. Ullman Organization - 
ST. LOUIS - Oakleigh R. French & Asso. 


WILMINGTON .- - - 
- - -« Jobn Gilbert Craig, Adv. 
J. G. Kuester & Asso. 


DETROIT - 
FORT WAYNE - - 
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tn papers ask for extra tonnage 
wor thousands of tons of stuff that 
snot news at all.” 

§gaying that action is necessary 
sow, Mr. Thomason said he will ask 
ihe industry committee Tuesday 
) adopt four changes in the order, 
josely paralleling the Inland 
commendations. These would: 
(1) Base each quarter’s quota upon 
the previous quarter’s consumption; 
necessary adjustments to be made 
ypon a sliding scale after provision 
or a daily and Sunday minimum 
igybsistence level”; (2) provide for 
, higner percentage of reduction in 
the use Of newsprint consumed in 
the publication of large Sunday 
ssues above a reasonable minimum 
content; (3) apply the highest per- 
centage of reduction to newsprint 
ysed in the production of predate 
issues printed more than 24 hours 
before the purported date of issue; 
and (4) incorporate into L-240 the 
provisions of L-241 (covering the 
rationing of print paper to maga- 
zines) providing the “carry over” 
of paper saved during one quarter 
into following quarters. 

The War Production Board, said 
Mr. Thomason, “left to newspapers 
their complete freedom for self- 
regulation in the war emergency,” 
but self-regulation presupposes the 
ability for self regulation. 


Resolution Revamped 


An earlier resolution asking more 
definite protection of smaller papers, 
but offering no actual formula, was 
rejected as unsatisfactory by the 
Inland membership following Tues- 
day’s newsprint round table. Mr. 
Thomason and E. K. Todd, business 
manager, Rockford Star and Regis- 
ter-Republic, were added to the 
three-man resolutions committee 
headed by Floyd J. Miller, presi- 
dent, Tribune, Royal Oak, Mich., 
and secretary of Inland’s board of 
directors. The new measure was 
brought before the meeting and 
adopted this morning. 

Answering a list of 13 questions 
directed to him, Mr. Bitner said 
that “although one member of the 
industry committee has made such 
a suggestion” that the WPB has not 
considered limiting space devoted 
to features, particularly in the big 
Sunday newspapers. 

“Mr. Nelson has pledged that the 
War Production Board will limit 
only to the extent of war necessi- 
ties and will not tell a publisher 
what he shall print,” Mr. Bitner 
explained. “Therefore, no attempts 
are made to dictate the manner in 
which a publisher may use his 
paper quota. It is our belief that 
any effort to differentiate among 


Cultivate the nation’s rich 
% BILLION DOLLAR 
POST-WAR PREMIUM MARKET 
Now through 


Business Promotion Magazine 


publications on the basis of their 
subject matter would lead to cen- 
sorship and would be contrary to 
the principles of free speech.” 

Mr. Bitner said several papers 
have been experimenting with 30- 
pound newsprint recently and that 
preliminary tests are successful. He 
called attention to the efforts of 
publishers to modify tariff restric- 
tions so the lighter-weight news- 
print may be imported on the same 
basis as the 32-pound product. 

He said the WPB printing and 
publishing administration expects 
to retain the 1941 base, but that if 
it is changed as the result of an 
industry committee recommenda- 
tion, “adequate adjustments would 
have to be made to prevent penal- 
ties being imposed against the econ- 
omizers.” 

WPB doesn’t frown on special 
editions, so long as total newsprint 
use is kept within the limitation 
order, but no ex-quota tonnage 
would be recommended for any 
such edition, Mr. Bitner said. Order 
L-241, regulating shoppers’ guides, 
is being amended and commercial 
printers who produce these publi- 
cations probably will be limited to 
85% instead of 90% of their 1941 
consumption, he added. 

Asked whether allowances for 
extra newsprint were going to “dry 
up” completely, Mr. Bitner said: 
“No. The appeal system is inher- 
ent in WPB procedure.” 


NEW NEWSPAPER CUT 
POSSIBLE IN NOVEMBER 
Chicago, Oct. 12 — Additional 
reductions in newsprint use will be 
necessary during November and De- 
cember of this year, the WPB will 


tell the newspaper advisory com- 
mittee when it meets in Washing- | 
ton, Oct. 19, Cranston Williams, 
general manager of the ANPA, pre- 
dicted in a talk to the Newspaper | 
Advertising Executives Association 
here today. 

The newspaper committee will be 
told, he said, that if production and 
consumption of newsprint are to be 
brought into balance, an additional 
cut of 15% will be necessary; if 
some usage is to come out of in- 
ventory, the cut will be smaller. Mr. 
Williams, who presented a factual 
picture of the newsprint and pulp- 
wood situation, made no predictions 
as to just how much of a cut, if 
any, would eventuate, but insisted 
that the situation is serious and 
that there is no room for false opti- 
mism. 

A cut in the weight of standard 
newsprint from 32 pounds to 30 
pounds would help considerably, he 
said, but such a cut cannot be made 
without revision of the tariff laws 
or regulations, which now define 
duty-free newsprint as weighing 
between 30 and 35 pounds. If the 
definition reduced the acceptable 
weight to 25 pounds, and the width 
of the sheet from 16 to 14 inches, 
it would become practical to import 
30-pound paper, he said. 

He also reported on the progress 


in a big way. 
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In the Detroit Area, C KL W time- 
sales in many major retail classifications lead ’em 
all! Proving that CK LW’s blanket coverage of 
America’s 3rd Market, at lower cost, is clicking 


of the domestic wood-cutting drive, 
under which newspapers are spend- 
ing $125,000 in the small dailies and 
weeklies. of 27 pulp - producing 
states, and paper manufacturers are 
spending an additional $350,000, to 
induce more woodlot cutting by 
farmers. As one result of this drive, 
he said, the declining rate of pulp- 
wood cutting in this country has 
finally been arrested, and there is 
the hope that it will shortly move 
upward. 

“If due diligence is taken by the 
United States and Canada to see 
that more pulpwood is cut,” Mr. 
Williams concluded, “I cannot see 
any reason for drastic cuts in news- 
print next year.” 


Appointed Copy Chief 

Irving Whitney Lyon, author of 
two books and many articles under 
his own and pen name of “Freeman 
Marsh,” has been appointed copy 
chief in the general accounts di- 
vision of Doremus & Co., New York. 
Among the agencies he has been 
with are Morse International; Ad- 
dison Vars; and Geyer, Cornell & 
Newell. 


Thurston Named V.P. 


Kendall Thurston, chief copy- 
writer on the Sunkist account since 
1930, has been promoted to a vice- 
president of Young & McCallister, 
Mr. Thurston handled direct mail 
advertising of the California Fruit 
Growers Exchange. He will con- 
tinue work on the Sunkist account. 


Launch Appliance 
‘Swap’ Campaign 


Chicago, Oct. 14.—Commonwealth 
Edison Company next Monday will 
launch, as part of its regular adver- 
tising program, the first of a series 
of newspaper advertisements de- 
signed to help unearth, recondition 
and redistribute idle electric appli- 
ances. 

The nine-week series will consist 
of 1,090 to 1,500-line insertions 
urging the public to swap out-of- 
service or discarded electrical con- 
veniences for war stamps at stores 
participating in the plan. It is 
scheduled to appear in all local 
dailies and the “Downtown Shop- 
ping News.” During December 399- 
line advertisements will run in 
community and foreign language 
papers. The drive will be supported 
by dealer handbills, car card and 
panel poster advertising. 


Follows WPB Appeal 


The “swap” drive is the result of 
a WPB appeal to public utilities to 
cooperate in providing families who 
are unable to obtain appliances be- 
cause of wartime manufacturing 
restrictions. Cooperating dealers 
have agreed to make necessary 
repairs in their own shops and offer 
the appliances for resale. Common- 
wealth Edison’s own stores will not 
participate, but the company will 
maintain a directory of partici- 
pating dealers. Dealers will be sent 


59 
a monthly publication reporting 
progress of the drive. 

The “swap” campaign will be 
directed by the company’s dealer 
cooperation department. Foote, Cone 
& Belding handles the Common- 
wealth Edison account. 


WMC Readies Ruling 
on Non-Deferability 


The War Manpower Commission 
is expected to announce a decision 
at Washington, D. C., this week af- 
fecting the military service defera- 
bility of vocational workers in the 
advertising field. 

The WMC has classified sign 
painters and bill posters as non-de- 
ferable, but decided to conduct a 
hearing on the subject, which was 
later postponed to Oct. 16. Leaders 
in the outdoor field are hopeful that 
a favorabie decision will be made 
on essentiality of these workers. 


Lyden Shifts Accounts; 


Wengler Joins Bates 


John M. Lyden, account execu- 
tive of Ted Bates, Inc., New York, 
formerly in charge of Royal des- 
serts and Royal baking powder, is 
now handling Stams and Stan-B, 
Standard Brands’ two new vitamin 
products. Harold Wengler, for- 
merly with H. M. Kiesewetter Ad- 
vertising Agency, New York, has 
been placed in charge of the Royal 
baking powder and Royal desserts 
accounts for the Bates agency. 


‘You've lived a Million Years, 


But Did You Know 


The Manchester Union Leader reaches one out of every three fam- 
ilies in all New Hampshire. These “Top Third” families have the 
money to buy your product and will read, act and rely upon the 
advertising in their favorite newspaper. Don’t overlook this market 
for your product of nearly a half a million people. 


When you think of New England, think of the... 


Manchester Union Leader 
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New Economic Man 
Emerging in U.S., 
Brown Declares 


(Continued from Page 1) 


the consuming public. Women are 
becoming much more mechanically 
minded. A great demand for auto- 
matic products, labor and time sav- 
ing devices is anticipated, he said. 

4. Be prepared for new market- 
ing areas. A whole host of economic 
changes, the speaker pointed out, 
are taking place which result in 
regional developments too basic to 
be reversed by remigration as war 
activity is suspended. These changes 
include industrialization, changes 
in agricultural income, power de- 
velopments and decentralization. 

5. Be prepared for a reshuffling 
of distribution channels. Rigid lines 
of distribution are breaking down. 
New lines are being added by out- 
lets like department stores and 
building supply dealers. The de- 
velopment of consumer cooperatives, 
house to house selling and the addi- 
tion of non-automotive lines by 
gasoline and tire stations are all 
examples of the present churning 
in the retail field. 


More Selective Distribution 


6. Be prepared for a new step-up 
in selective distribution. Dr. Brown 
emphasized the fact that the ma- 


jority of small, inefficient retailers, 
representing the peasants of the 
marketing world, are unprofitable 
not only to themselves but to their 
suppliers, and that now is a golden 
opportunity for advertisers to clean 
up distribution systems by getting 
effective representation in key qual- 
ity outlets. 

7. Be prepared for terrific com- 
petition for markets. Current de- 
velopments, he pointed out, indicate 
that the postwar period will prob- 
ably bring a new intensity of com- 
petition for the consumer’s dollar. 
Strong national manufacturers have 
become still stronger, and war de- 
mands have led to expansion of 
productive capacity which will be 
directly competitive. 

8. Be prepared for advertising 
statesmanship. Advertising, Dr. 
Brown said, is emerging from what 
some critics refer to as “the preda- 
tory era,” and is assuming its social 
responsibilities. Advertising is com- 
ing through the war with flying 
colors, and the rise of informative 
and service copy puts it on an 
entirely new level with the public. 
Advertising in the consumer’s inter- 
est will win the markets of the 
future. 


Industrial Aviation 
Section Added to ‘Flying’ 
Effective with the January, 1944, 
issue, Flying, published .by .Ziff- 
Davis Publishing Company, Chi- 
cago, will publish an _ industrial 
aviation section, which will be in- 
cluded in a limited number of 
copies of Flying, and will be avail- 
able only by special subscription. 
The industrial aviation section 
will be devoted entirely to technical 
articles on aeronautical research, 
manufacturing, equipment, prod- 
ucts and methods, and circulation 
will be restricted to specified execu- 
tives of manufacturers of aircraft, 
aircraft engines, parts and accesso- 
ries. Rate card No. 1, effective 
Nov. 1, estimates initial circulation 
at 15,000. 


O’Mara & Ormsbee Issues 


Newspaper Market Study 


A detailed study of the circula- 
tions of 85 daily newspapers and 18 
magazines in the 106 highest buying 
power markets of the United States 
has been issued by O’Mara & Orms- 
bee, Inc., newspaper representative 
organization, under the title, “81 
Markets Plus 85 Daily Newspapers 


Equal 61% of America’s Buying 
Power.” 
Published in the interests of 


newspapers, without regard to 
whether or not they are repre- 
sented in the national field by 
O’Mara & Ormsbee, the brochure is 
a comprehensive factual analysis of 
all counties in the United States 
with an effective buying income of 
$175,000,000 or more according to 
Sales Management, and shows: 

1. A selection of one daily news- 
paper in 77 markets; two newspa- 
pers in each of the remaining four 
markets—85 newspapers in all, with 
a study of these papers’ A.B.C. audit 
reports and a breakdown of their 
circulation for each of the 106 coun- 
ties covered; 2. The same market 
analysis for the 18 leading maga- 
zines, with the magazines listed in 
order of their total circulation in the 
United States; and 3. Comparative 
prorata costs of the newspaper and 
magazine circulations for each 
county and the number of maga- 
zines needed to equal the news- 
paper circulation in each county. 


Princeton Handles Film 


The Princeton Film Center, 
Princeton, N. J., has been named 
distributor of the Santa Fe Rail- 
way’s two new 16 mm. color mo- 
tion pictures, “Loaded for War” and 
“Tank Destroyers.” The 25-min- 
ute films, depicting the vital role of 
railroads in the war and the story 
of the troops who man anti-tank 
machines, are available for a service 
fee and transportation costs by writ- 
ing direct to the Film Center. 


ODA 


Just ONE place to go! 


@ When you go to one place for type- 
setting, another for engravings and still 
another for printing, you are definitely 
handicapped. You often spend days 
and days gathering loose ends together 
at increased cost, time and effort. 


@ Why not try what hundreds of adver- 
tising executives and production man- 
agers have found so profitable? Put 
your jobs where your production needs 
are started and finished in one place. 


@ No precious hours wasted when you 
use the non-detour, Faithorn 3-in-] route 
— everything under ONE roof. You then 
have just one place to go—500 Sher- 
man Street—where you can check, see 
and follow every detail of your job. 


@ What a relief. What a saving. What 
a logical way to obtain better, quicker, 
more satisfactory results. 


@ Try Faithorn 3-in-l service—and you’]1 
never use the long, lagging, laborious 


route again. 


PRINTING 


FAITHORN 


CORPORATION 


500 SHERMAN ST., CHICAGO 
AD-SETTING + PRINTING « ENGRAVING 
WABASH 7820 
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cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted.” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 

other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


——— 


Term: 


(single insertioy 


HELP WANTED 


POSITIONS WANTED 


Positions Open in Chicago Area 
COPYWRITER—Irg. agcy. exp., $10,000 
ASS’T to V. P.—chrg. adv., natl. food 
exp. $8,500 

OEE £27 HSER —vasle, b&w, exp. 


$8,000 
ASS’T. ADV. DIR.—Must be creative 
also contact exp., $7,500 
PROD. MGR.—agcy. exp., $5,000 
RADIO COM’L. WRITER—$5,000 
COPY W RITER—Indus. exp., $7,500 
No obligation to register. 
Fred Masterson 
Sinclair-Masterson Personnel 
310 S. Michigan Ave., Chicago, Ill. 


AGENCY OPPORTUNITY 
Important copy and contact position 
available for key man in fast grow- 
ing agency. If you are looking for 
greater opportunity, can write hard 
sellin copy, think and counsel 
soundly, work harmoniously with 
others, and offer sterling character, it 
might pay you to get in touch with 
us. We want a man who will build 
with us, who is interested in a life- 
time affiliation. Your letter will be 
held in strict confidence if desired. 
Give full facts on experience, draft 
status, affiliations and earning power. 
Box 4365, ADVERTISING AGE 
100 EB. Ohio St., Chicago, Ill. 


WELL-ESTABLISHED advertising 
agency in Ohio city of 300,000 offers 
splendid permanent opportunity to 
clever, resourceful, draft-free, news- 
paper-trained combination Layout 
Man and Copywriter who understands 
retail field and is able to make at- 
tractive comprehensives. Salary com- 
mensurate with ability and attuned to 
the city’s standard of living. Give 
full details in first letter, including 
salary desired. 

Box 4362, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


Cony Writer 

Medium size Chicago advertising 
agency wants top advertising man, 
one who has ideas and can write copy. 
Write fully, state salary, prior agency 
experience necessary. 

Box 4361, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Proofreader. Female, Established 
Chicago business paper. Opportunity 
for advancement. State experience 
and salary expected. 
Box 4358, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Il. 


Small but sound and growing agency 
has opening for draft exempt man (or 
woman) with all around agency ex- 
perience, preferably in small agency. 
This person's duties will be to supple- 
ment the work of the principals—to 
contact clients, make acceptable 
rough layouts that will sell, plan and 
write newspaper, magazine, radio and 
direct mail copy. We want someone 
who is looking forward to a perma- 
nent connection—not one who is seek- 


ing big money right now. Frankly, 
some financial sacrifice will probably 
be involved at the start; but if you 
value a fine healthful climate in a 
small city where you can amount to 
something in civic life, and would 
welcome less of the big city pressure, 
you'll be interested in this proposi- 
tion. The firm is Mithoff and White, 
El Paso, Texas. Mr. Warren Mithoff 
will be at Hotel Roosevelt, New York, 
October 25th, 26th and 27th; and will 
be at 139 South Avenue, LaPorte, In- 
diana, on October 28th, 29th and 30th. 
Write or wire for appointment to dis- 
cuss this matter personally. 


Advertising Salesman—S8 year. ».>> 
rience trade eo 


paper space, collep, 

graduate. Draft exempt. Poreeft 

public speaker. u 
Box 4369, ADVERTISING Agr 


100 E. Ohio St., Chicago, ;; 


PUBLIC RELATIONS EXECUTivype 
Publicity man, age 38, successf))) ,,. 
ord heading New York-nationwii, 
reau, available now for corpo: 
advertising agency or trade assooj, 
tion. Extensive news and govern. 
ment background. Excellent contact. 
and credentials. Good idea man. Com. 
petent writer. Locate anywhere 
Box 4366, ADVERTISING AaGr 
330 W. 42nd St., New York City, i 


COPYWRITER 
Seasoned 4A agency writer. Equall, 
proficient at radio commercials ana 
publication ads. Fertile, origina) 
thinker. Congenial personality. Age 
41. Married, two children. Wil] switch 
to 4A agency only. : 
Box 42359, ADVERTISING AGE 
330 W. 42nd St., New York City, 1, 
Cireulation Mgr. 15 years exp, 
Capable of handling subscription ang 
ABC detail. Mod. salary. Good ref 
Box 4357, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Advertising Woman — Agency experi- 
ence, media (all forms), traffic, me- 
chanical production, wants permanent 
connection. Loop preferred. Able as. 
sume responsibility. 
Box 4356, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
A skilled commercial artist desires 
free lance work—lettering, spots gen- 
eral finish black and white drawings 
on a free lance basis. What have you 
to offer? 
Box 4255, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


Young college woman presently em- 
ployed as assistant editor trade paper 
Knowledge of make-up, proofs, cuts 
ete. Also secretarial advertising ex- 
perience. Interested in position wit! 
opportunity to use experience and a 
very good mind. Present salary $48 
Box 4360, ADVERTISING AGE 
330 W. 42nd 8t., New York City, 18 


How to Pick the Right Copy Man 
Get him young, yet experienced 
Avoid a “has-been” on the way dow: 
get a “‘will-be” on the way up. Con- 
sider draft status, remember what 
you tell your clients, “Good advertis- 
ing costs, but it pays.” 
I am a 4-F, 25 yrs. old with 5% yrs 
4-A agency exp. contributor to ady 
trade papers. Copy shows sound 
thinking with a punch, knowledge 
with imagination, logic with sparkle 
But the proof is in the proofs. Let 
me show them. Salary, $5,000. 
Box 4364, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


MISCELLANEOUS ; 
ATTENTION NATIONAL 
MANUFACTURERS 
Don’t let your distribution slip in the 
Greater Cleveland Market. We are 
prepared to supply competent sales- 
men to call on jobbers, chains and 
the retail trade, or conduct your ad- 
vertising campaign and cut your sell- 
ing costs 50%. We specialize in tele- 
phone surveys. Twenty-five years 
acquaintance with the local trade should 
qualify for an efficient job. Finan- 
cially responsible any amount. Ware- 
house space available. John L. Phelar 
& Co., 1830 St. Clair Ave. Tel. Main 
0834, Cleveland, Ohio. ‘ 
REPRESENTATIVE AVAILABLE | 
PACIFIC COAST Estab. Organization 
3 Principals can handle 1 or 2 more 
publications—strictly commission. | 
Box 4363, ADVERTISING AGr 
100 E, Ohio St., Chicago, 11 
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Col. Rohan Joins Agency 


Lt. Col. Jack J. Rohan, formerly 
chief of the public relations branch, 
Second Service Command, and a 
member of the staff of Maj. Gen. 
Thomas A. Terry, will join Murray 
Breese Associates, New York, as 
director of public relations, upon his 
retirement from the Army Nov. 7. 
Col. Rohan reached the retirement 
age for his rank on Sept. 11. 


Bans ‘Hitchhikers’ 

Station KSTP, Minneapolis - St. 
Paul, has just issued rate card No 
32, which becomes effective Nov. }, 
and which contains the information 
that “no hitchhike or cowcatcher 
announcements are acceptable.” No 
rate changes are made in the new 
rate card of the station, whic 


a National Broadcasting Company 
affiliate. 


Three 
Openings 


in 
Advertising 
Agency 


1. Copywriter wanted —a writer, still 
coming up, but already proved in the food and 
packaged goods field. We ask fresh ideas, hard 
work, loyalty; we offer attractive accounts to 
work on— good pay, security. 


2. Layout Man to do original creative 


work in our Art Department. This man should 
be cooperative and adaptable, able to work 
with writers and account men, He'll have a 
choice opportunity to do good work, make 
good money, feel secure. Experience in food 


or packaged goods preferred. 


3. Account Executive must be av 
experienced advertising man — familiar with 
advertising techniques and processes. W rit- 
ing experience desirable. Opportunity to work 
on important national accounts—to grow with 
a growing advertising agency. 


Phone State 5151 for appointment 
NEEDHAM, LOUIS & BRORBY,INC 


135 South La Salle St., Chicago 3 
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Publishers Asked 
) Take New 4th 
Quarfer Paper Cuts 


(Continued from Page 2) 


they will lose their labor and will 
not be able to reopen for the dura- 
tion. “Solve the woodpulp problem, 
and the problem of all types of 
aper will disappear in thin air,” 
he advised. 

The committee got another kind 

of advice from Elbert Antrim, assist- 
ant business manager of the Chi- 
cago Tribune, and secretary of the 
Ontario Paper Company Ltd., and 
the Quebec North Shore Paper 
Company Ltd., Chicago Tribune 
subsidiaries. Mr. Antrim declared 
that the newsprint shortage could 
be beaten through a constant col- 
lection of waste paper for repulp- 
ing and re-use of newsprint. 
He told the committee that the 
“only practical solution to the man- 
power shortage, to pulpwood as a 
raw material, is waste paper,” yet 
only a third of our paper is being 
collected for repulping. 

Since consumption of newsprint is 
only a small part of pulp consump- 
tion, Mr. Antrim contended, a small 
increase in the percentage of sal- 
vaged waste would offset the con- 
sumption by the newsprint industry 
yf waste paper. 

Can Get Needed Supply 


“If scrap paper is a critical com- 
modity,” Mr. Antrim declared, “and 
if reconditioning of waste paper is 
permitted generally throughout the 
country, newspapers can put in mo- 
tion an organized promotion which 
will produce whatever quantities 
are needed as long as they are 
needed.” 

He asserted, however, that WPB 
has failed to encourage private 
enterprise in developing processes 
which would meet the problem. As 
an example, he said the Chicago 
Tribune had proposed to reprocess 
the 3% spoilage allowed in its 
newsprint quota, using machines 
which would have otherwise been 
idle. However, he said, WPB re- 
fused, asserting that it would give 
an unfair advantage to papers own- 
ing mills. Moreover, WPB said that 
the reprocessing would reduce the 
amount of waste available for other 
critical uses. 

In his statement, Mr. Antrim said 
the Tribune wanted to use this re- 
processed newsprint itself, but that 
the appeals board insisted that the 
paper be included in its quota. 
During the hearing a telegram from 
the Tribune publisher, Col. Robert 
R. McCormick, was read agreeing to 
deposit paper recovered by the 
process in a general newsprint pool. 

Mr. Antrim declared that unless 
action is taken, further cuts up to 
50% are predicted. If the machin- 
ery for repulping is allowed to 
develop, he said, the newsprint in- 
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dustry could be brought back to 
the U. S., saving manpower and 
forest reserves. 


Hits Appeals Formula 


The Tribune representative also 
attacked the appeals formula, as- 
serting that WPB should adopt a 
formula and stick to it. If such a 
formula were adopted, he said, pub- 
lishers would know what they were 
to have and would get along. 

As it is, Mr. Antrim said, paper 
is saved from a few and distributed 
to a few others. He favored abol- 
ishing appeals entirely, or permit- 
ting them only for large circula- 
tion gains such as 20 or 25%. He 
admitted some special arrangement 
would be necessary in cases of 
mergers or new papers, but said we 
had enough experience now to 
adopt a formula. 

Asked to comment on the Baruch 
paper plan for World War I, Mr. 
Antrim noted that it involved allo- 
cations. Chairman Boren quickly 
interrupted to declare that the com- 
mittee would not stand for alloca- 
tions and “if it is being done 
through an appeals system, we are 
going to do away with it.” 

Pierre Loddengaard, manager of 
the technical department of Buckley 
Dunton Pulp Company, New York, 
supported Mr. Antrim’s contention 
that more waste paper was needed. 
Mr. Loddengaard told the commit- 
tee that 10 million tons of waste 
paper is destroyed each year. 

He asserted that OPA price regu- 
lations were discouraging mills 
from buying mixed paper because 
the price was tied so close to news- 
print. By taking newsprint instead 
of mixed paper under the present 
ceiling, he said, a mill can make an 
extra $300 a day. 


May Use Prisoners 


The committee also heard a rep- 
resentative of the War Department 
assert that prisoners of war would 
be made available; was told by the 
public printer of government paper 
saving efforts; and learned from a 
representative of the Lend-Lease 
Administration that newsprint ex- 
ports this year would be triple our 
prewar tonnage. 

Oscar Cox, general counsel of 
lend-lease, said in 1937, ’38 and ’38 
newsprint exports average 10,769 
tons, while they currently are at a 
rate of 30,974 tons. 

Over the weekend, WPB released 
the final appeals grants for third 
quarter newsprint. The final list 
covered 14,908 tons, raising the total 
for the quarter to 68,202 tons for 
312 papers, the biggest this year. 
Included in the final list were the 
Philadelphia papers with 5,239 tons 
for the Bulletin, 3,609 tons for the 
Inquirer, and 62 tons for the News. 

In testifying at earlier hearings 
of the committee, Dr. A. N. Hol- 
comb, chairman of the appeals 
board, admitted that the number of 
appeals was increasing and that it 
was more difficult to deny them. 
Harold Boeschenstein, WPB trou- 
ble-shooter on the pulpwood prob- 
lem, said that many fourth quarter 
applicants for extra paper would be 
disappointed because the printing 
and publishing division was tight- 
ening up on recommendations on 
the basis of simplified standards. 

He cautioned papers against using 
newsprint beyond their quota or 
submitting last-minute petitions 
pleading over-use. He said the 
appeals board would have little 
sympathy for such cases. 


SOLUTION NOT YET 
OFFERED, CANADA VIEW 


Ottawa, Ont., Oct. 13.—Canadian 
officials who have had an oppor- 
tunity to study the preliminary 
report of the pulpwood subcommit- 
tee of the Combined Production and 


Resources Planning Board view it 


as offering no solution of the pres- 
ent crisis in the pulp and paper 
industry, but as presenting very im- 
portant factual and statistical infor- 
mation which shows clearly the 
serious deficiency between projected 
supply and demand for 1944. 

What is emphasized here is that 
the report is little more than pre- 
liminary in that it does not pretend 
to suggest or recommend solutions 
but merely sets out with consider- 
able clarity and in great detail the 
magnitude and dimensions of the 
problem posed by increasing de- 
mands on the one hand and by 
manpower shortages on the other. 

It is presumed here that subse- 
quently a more conclusive report 
will be prepared which may recom- 
mend a specific course to be adopted 
by Canada, the United States and 
Britain in meeting the pulpwood 
shortage. 

The preliminary report empha- 
sizes that the essence of the prob- 
lem is manpower—which has been 
recognized in Canada for a long 
time but has been dwarfed by the 
fact that the manpower shortage of 
20,000 persons for pulpwood cutting 
is of relatively secondary impor- 
tance to the fact that some 70,000 
men are urgently needed to carry 
on essential war jobs in base metal 
mines, coal mines, lumbering, etc. 
For example, the war-vital nickel 
and copper mines of International 
Nickel Company at Copper Cliff 
were forced some time ago to cut 
production by 10% through lack of 
manpower. Coal mining is even 
more hampered by lack of skilled 
operators. These are specific and 
urgent war jobs which in the view 
of Canadian officials must rank 
ahead of pulpwood cutting in terms 
of manpower priority. 

In regard to the use of prisoners 
of war (one of the possible solutions 
mentioned in the subcommittee 
report to the Combined Production 
and Resources Planning Board) it 
is pointed out that there would be 
little use in taking prisoners into 
the Canadian woods unless they 
were willing to work there. Actu- 
ally a poll has been taken of all fit 
and able prisoners in Canada and 
the 3,000 men who indicated their 
willingness to work in the woods 
have been moved there already. To 
move thousands of unwilling men 
into the woods, it is argued, would 
be merely to invite wholesale 
escapes and would require as much 
manpower to guard these men as 
would be involved in doing the 
actual manual labor. It would also 
rouse fear and hostility on the part 
of regular farmers and woodsmen 
already in the woods. 

It is hoped here that official re- 
lease of the subcommittee’s report, 
even in its present preliminary 
form, will do much to dispel mis- 
understanding about the factual 
side of the present pulpwood crisis. 


Harding Leaves ‘American 
Magazine’, Joins Y&R 


Harry Harding, recently promo- 
tion manager of American Maga- 
zine, New York, has resigned to 
join the public relations department 
of Young & Rubicam. Mr. Harding 
was previously vice-president of 
Barta Press, Boston, where he was 
in charge of sales and creative 
work, 

Robert T. Paul, formerly with the 
Bituminous Coal Institute and John 
Keavey, previously on the editorial 
staff of Liberty, have joined Y & R’s 
public relations department. 


Names Arthur Kudner 

Benson & Hedges, New York, 
manufacturer of Virginia Rounds, 
Parliament and other cigarets, has 
named Arthur Kudner, Inc., New 
York, to handle its advertising, ef- 
fective immediately. 


ROBERT R. EGAN 


New York, Oct. 12.—Maj. Robert 
R. Egan of the Army air forces has 
been killed in action over North 
Africa, according to word received 
here. A former Chicagoan, Maj. 
Egan was at one time in the adver- 
tising department of the Chicago 
Herald-Examiner, later working for 
Hearst publications here and for the 
New York News. 


ALBERT G. KOBER 


Rochester, N. Y., Oct. 12.—Albert 
G. Kober, assistant advertising 
manager of Stromberg - Carlson 
Company, which he joined in 1905, 
died at his home in West Webster, 
N. Y., Oct. 5. 


RALPH MEEKS 


Atlanta, Oct. 12.— Ralph Meeks, 
well-known Atlanta advertising 
man and a member of the firm of 
Liller, Neal & Battle advertising 
agency until his retirement a year 
ago, died Oct. 4. 


LT. A. C. SAWTELLE JR. 


Washington, Oct. 12.—Lt. Alvin 
C. Sawtelle Jr., USN, 35, has been 
killed in action, the Navy Depart- 
ment announced. Lt. Sawtelle 
edited the “Adcrafter,” publication 
of the Detroit Adcraft Club, until he 
received his commission in the Navy 
in July, 1942, when he was assigned 
as an instructor in the Naval Train- 
ing School at Princeton University 
before being called for combat duty. 


Scholl Augments 


Drive with Radio 


Chicago, Oct. 13.—Scholl Mfg. 
Company, maker of Dr. Scholl’s 
foot comfort remedies, has strength- 
ened its advertising support of 
dealers in national magazines and 
newspapers with a heavy spot 
broadcasting schedule which began 
in September on a chain of leading 
radio stations across the country. 
Commercials consist of frequent 
announcements throughout the day 
so timed as to reach every type of 
listener prospect. 

According to Scholl officials, 
radio can be expected to play a 
consistent and growing part in Dr. 
Scholl’s advertising plans. The cur- 
rent campaign is scheduled until 
far into 1944 and is estimated to 
reach more than 70% of the coun- 
try’s listening audience. As favor- 
able spots become available the 
number of stations will be increased 
still further. 

However, it was stressed that 
radio will not replace, but reinforce 
other media, such as magazines, 
newspapers, panel posters, etc., 
which Scholl has used for more 
than 30 years. 

Donahue & Coe, New York is the 
agency. 


Becomes Bowser, Inc. 

S. F. Bowser & Co., Fort Wayne, 
Ind., manufacturer of gasoline 
pumps, and other equipment, has 
shortened its name to Bowser, Inc. 


cessful advertisers, 


* 


ANNOUNCEMENT 


To Advertising Executives 


After more than 12 years as Art Director of 
Blackett-Sample-Hummert, during which time 
I have been responsible for layouts and art for 
a number of America’s largest and most suc- 


my services are now available to 
other agencies and advertisers on 
a full, hourly or part-time basis. 


These services include the creation of layouts 
and consultation on all problems relating to 
Advertising Art, Photography (both color and 
black and white), Typography and the entire 
physical appearance of your advertising. 


RAY JORDAN 


Svite 1505 Ye 66 E. South Water St. 


CHICAGO, ILL. 


%& RANdolph 5642 


ask. No matter 


use W-I-T-H_ than 
It pulls! 


That's the question retail merchants 


we ve got a pretty good record down 
here in Baltimore. More Retailers 


W-1-T- 


TOM TINSLEY, President 
Represented Nationally by Headley -Reed 


the medium. And 


any other station. 
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Writes Nephew EDGAR ANSEL MOWRER, famed War 


Correspondent, in a recent dispatch 


From the time he came to power, Adolf Hitler has always 
sought to deal with his victims and adversaries one by one. 
He has been successful where he has been able to do so. 
There is every reason to imagine that he and his lieutenants 
or successors will continue the same old game. 


By intriguing with the British Secret Service in the 
Winter of 1939, German officers contributed to the main- 
tenance of the passive “sitzkrieg” attitude of Britain and 
France. The bait at this time was the alleged willingness of 
the Reichswehr to throw Hitler out and stop the war. Dur- 
ing the same period Hitler agents repeatedly made offers to 
stop the war in the west if only the stupid democracies 
would agree to leave Germany in possession of its eastern 
conquests, 


During 1940 the German propaganda machine concen- 
trated on keeping the United States out of the war. They 
could not quite prevent the destroyer deal or the adoption 
of conscription, but they slowed down our military prep- 
aration. 


In 1941 the Nazis played Rudolf Hess, who might have 
been a trump card if the Chamberlain mentality had still 
prevailed in Great Britain. Winston Churchill acted wise- 
ly: he isolated Hess and never published the Nazi offer. 


The next never admitted full-fledged peace offer was 
made in 1942. It was last October and the place was 
Madrid. The German Ambassador, Eberhard von Stohrer, 
solemnly conveyed a Berlin peace proposal in writing to 
the American and British Ambassadors. 


The British Ambassador answered no in the name of 
London, after three days. The American Ambassador was 
a little slower. It was 10 days before he returned the offer 
with the comment that it was not even worthy of trans- 
mission to Washington. 


After the fall of Sicily, one of the renegade Americans 
broadcasting for Berlin, I believe it was “Bill,” let it be 
known that Germany was still big-hearted and willing to 


The above are excerpts from one of the Edgar Ansel Mowrer articles - 


come to terms with the Anglo-Saxon countries, Russia being 
a different proposition, of course. When this offer failed 
even to provoke comment here, “Bill” denied that it had 
been made. 


But with the Italian defection, “impending doom” must 
be written large upon almost any blank wall at which the 
German Fuehrer or his Generals will stare fixedly for one 
full minute. The German leaders are unquestionably hav- 
ing to consider how defeat, which, in one form or another, 
can no longer be avoided, can be cushioned. 


The answer to this, German mentality being what it is, 
will almost certainly be something “organizational”—in 
other words, a new bureau. Here will enter—perhaps has 
already entered—the Abteilung fuer die Deutsche Nieder- 
lage or German Defeat Department. 


The present German rulers are born gamblers, and 
though apt at whining and otherwise “organizing sympathy 
abroad,” are capable of facing and trying to work their way 
out of disagreeable situations with a minimum of sentiment. 


They will find it easy to agree on the one condition which 
any peace must fulfill if it is to be acceptable to them; 
namely, to guarantee the Germans as such against the de- 
served vengeance of the conquered peoples. For this reason 
such a peace must be achieved before the Army is beaten 
in the field or the regime collapses. 


which appear exclusively in Boston — in The Boston Globe. 


The Boston Globe 


Morning + Evening + Sunday 


ADVERTISING WILL 


BE BETTER READ IN T 


| 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts ofthe majority of 
his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 


Ave. There are the swan boats in the Public 


dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley’s family of 
nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world. 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


BARD ¢ Ernie Pycte ¢ WaLter LippMANN ¢ WituiaM H. 
STONEMAN ¢ JouNn LARDNER ¢ Jay FRANKLIN * SAMUEL 
Grarton ¢ Potty Wesster ¢ Dororuy Hittyer ¢ Joun 
Barry « Harotp Putnam ¢ Satriy Stuart ¢ GEeorce 
AntTHEUW © ANN Dean ¢ Otto ZausMER ¢ JoHN STEIN- 
Beck * Joun Kieran *¢ Dorotny THOMPSON ¢ GEORGE 
Wetter « Nett Gues ¢ Ropert J. Casey ¢ Jerry 
Nason « Paut Guaut ¢ Henry McLemore ¢ HELEN 
Kirkpatrick ¢ Ricuarp Mowrer « A. T. STEELE ¢ LELAND 
Srowe « Atten Haypen ¢ Waverty Roor ¢ Carlyle 
Hott « Dororuy Dix ¢ Emity Post ¢ Nat A. Barrows 
e Louts M. Lyons ¢ James Morcan ¢ CHartes MERRILL © 
James Powers ¢ Eart BANNeR ¢ Ei CULBERTSON ¢ 
GranTLANn Rice « Harotp Kagese ¢ Fretcuer Pratt 
¢ Josern F. Dinneen ¢ Jounn GuNtTHER ¢ GENE CASEY 


Supplementing these writers are the world’s best 
news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 


United Press 


*Exclusively, in Boston, in Tue Boston GLosBeE 


BEST READ NEWSPAPER 


Gardens — the celebrated silver free lunch e 


Henry W. Harnis ¢ Ernest Linptey ¢ Heten Lom- 
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advert sing Age, October 18, 1943 


PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


NEW DISPLAY FOR STORES 


W. L. Stensgaard & Associates, Chicago, has designed this new display for de- 
partment and chain stores, incorporating some of the material featured in the 
“Freedom of Choice" campaign promoted by American Druggist. 


‘TRIBUNE’ PUBLISHER AT MILWAUKEE CLUB 


Col. Robert R. McCormick of the Chicago Tribune was speaker at the season's 

opening meeting of the Milwaukee Advertising Club. Shown at the speakers’ 

teble are: Ensign Betty J. Larr of the Spars; Col. McCormick; and Les Hafe- 
meister, president of the club. 


The new container for BiSoDol mints sub- 

stitutes cardboard for the metal formerly 

used, and boasts a new dispensing fea- 

ture. A cut-out placed over the mints 

enables the user to remove one BiSoDol 

mint at a time by tilting the container 
on its side. 


SPICE AND NICE 


MmEAE CGanonty / 
IMPROVES N ES rane 


AND FLUENCES RELATED 


ON-RATIONED FOODS Ale == 9 
UTS OF Omeats, i 


Senorita Felice, currently featured in the 
Ziegfeld Follies, adds spice to the scene 
at the 7th annual conference of the 
Super Market Institute at the Hotel 
Pennsylvania, New York, where she 
helped Fred Catterall Jr., vice-president 
of Walker's Austex Chili Co., Houston, 
introduce his product Mexene into the 
New York market. 


AT AND BETWEEN SESSIONS OF NAEA CONCLAVE IN CHICAGO 


wspaper executives at last week's Chicago meeting of the NAEA included, upper left: Mel Swanson, Meyer Both Co.; 


M. McClaskey, Louisville Courier-Journal and Times; C. B. Hinkle, News, Lima, O 


: and Dewey Hagen of Meyer Both. 


oper right: R. L. Binder, Chicago Times; Chesser Campbell, Chicago Tribune; L. J. Abrams, Chicago Times, and Daniel F. 
cMahon, Chicago Tribune. Middle row (left to right): E. J. Meehan, South Bend Tribune; Dewey Hagen; E. R. Richer, 
hicago Sun; Wallace Brooks, Chicago Sun; and R. A. Wolfe, Dayton News. At right: Roy Phillips, Asheville Citizen-Times, 
sod J. R. Golden, Knoxville Journal. Below, left: H. S. Conlon, Grand Rapids Press; Linwood Noyes, Globe, Ironwood, 
Aich., and ANPA president; and Irwin Maier, Milwaukee Journal. Right: Frank Meeker, Osborn, Scolaro, Meeker & Co.; 
‘ack Lederer, Paul Block & Associates; J. Scolaro, Osborn, Scolaro, Meeker; Hi Schuster, Chicago Sun; and George J. Auer, 


Paul Block. (Stories on Pages | and 21.) 
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Publishers and Inland officers in this group at last week's Chicago meeting include 

(left to right): Don Anderson, publisher, Wisconsin State Journal; Franklin D. 

Schurz, vice-president, South Bend Tribune; John Redmond, editor and publisher, 

Republican, Burlington, Kan.; John W. Potter, editor and co-publisher, Rock 

Island Argus; and Philip D. Adler, aia Kewanee, Ill. (Stories on Page 
| and 40. 


LEADERS OF NEWSPAPER REPRESENTATIVES GROUP 
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Officers and directors of the American Association of Newspaper Representatives 
at last week's Chicago meeting are (standing, left to right): C. A. G. Kuipers, 
Burke, Kuipers & + odlimee G. B. McDonald, Williams, Lawrence & Cresmer Co.; 
Fred F. Parsons, Ward-Griffith Co.; F. H. Meeker, Osborn, Scolaro, Meeker & 
Co.; Elmer E. Flagler, New York News; and Ray H. McKinney, J. P. McKinney & 
Son. Seated: Gene Corcoran, The Branham Co.; H. W. Moloney, Paul Block 
& Associates; William T. Cresmer, Williams, Lawrence & Cresmer Co., president 
of the group; and Arba J. Irvin, John B. Woodward, Inc. (Story on Page 28.) 


ACA ADVERTISING AWARDS JURY CONVENES 
i 


Presentation of the annual advertising awards will be a feature of the Oct. 29 
banquet during the annual meeting of the Association of Canadian Advertisers 
in Toronto. Members of the awards jury include, left to right: J. A. MacLaren, 
representing the Canadian Association of Advertising Agencies; T. G. Vatcher, 
Canadian Daily Newspapers Association; F. H. England, Toronto Graphic Arts 
Association; Athol McQuarrie, secretary of the jury; R. E. Jones, chairman; T. S. 
Young, Periodical Press Association; B. E. Howard, Association of Canadian 
Advertisers; Glen Bannerman, Canadian Association of Broadcasters; and E. H. 
Dickinson, Poster Advertising Association of Canada. 


‘FOOD FOR FREEDOM MONTH' POSTER 


PRODUCE AND CONSERVE, 
SHARE AND FLAY SQUARE 


wit FOOD!” 
ficar 
Dont we 4 crumb or drop of it ' = 


The first official store poster for display during November, Food for Freedom 

Month, passes inspection by Rose M. Kiefer, secretary-manager of the National 

Association of Retail Grocers, and Erwin E. Seeke, president of the Cook County, 

Ill., Food Dealers Association. The poster will be shown in 400,000 retail food 
stores, restaurants and hotels. 
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the Sun sells* 


# 


When it comes to books The Sun is Chicago’s best seller. You will find, like other national advertisers, that: : 

It’s the preferred advertising medium of book publishers and i 

booksellers. It’s the respected counselor of book readers. There- re 

4 fore, The Sun gets the lion’s share of book linage in Chicago. 2 
| On October 1, 1943, at the end of BOOK WEEK’s first ei “out of all proportion to ; 
eleven months, The Sun was firmly the No. 1 book medium ” its circulation and cost th 


in Chicago with a total of 239,889 lines, as compared with fe 1 er Ne ie, 
177,572 lines in the News and 140,943 lines in the Tribune. 


Keep in mind that there’s a new newspaper situation 


And Sun readers are buying the important new books, the in Chicago. As a result, 


latest worth-while novels, the significant books on the war, 


es well as technical and scientific works. 1. You need The Sun in any newspaper combination to 
cover Chicago completely, economically and efficiently. 


Books, you may think, are a far cry from foods, furniture, 


2. By using The Sun alone you can make a tremendous 
shoes and cigarettes. 


impact against America’s No. 2 market with a rela- 


But no! auaty small expenditure. Actually, you can sell for less 
in The Sun. 


These people, these Sun readers, show by the books they 
buy that they’re open-minded, athirst for entertainment, knowl- 


edge, advancement and culture. CHICAGO'S MORNING TRUTHpaper ——] 


_ Every day over 300,000 buy The Sun. They're fiercely loyal 
to this paper. THE CHICAGO SUN 


Why not tell them what you have to sell? They have mouths 


as well as minds, feet as well as heads. They have homes, too. SC lls 
a 
They're customers for your products. 


THE BRANHAM COMPANY, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, 
St. Louis, San Francisco, Seattle. 
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